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Rough Proofs Biggest Chevrolet _'O* WOMEN ONY 
_ Te aiterence between « tses- Made] Drive fo 8 NSN NSN 
Swing Out Sept. 21 “a ee 


is that the politician pays for his 
TOA SMART LITTLE HOUSEWIFE! 


own radio time. 

6,400 Papers, Outdoor, | === 
to Carry Bulk of Initial, | Sse 
Load ieee a 


if the committee =a EY 


y, $2 a Year 


$400,000 Trak Campaign 
Launched by Association 


lies an interesting story of com- 
mercial research, the objective of 
which was a determination of pre- 


titudes Provides Copy) whi n Gotan . 
. ‘ vailing public opinion regarding the 
for Big Drive trucking industry as a means of 
ferreting out potential copy themes 
New York, Sept. 12.— Armed |for the campaign. Under the direc- 
| with powerful ammunition designed tion of Biow Company, agency in 


Survey of Consumer At- 


a oe 


The National Committee for 
Music Appreciation has given Irv- | 
ing Berlin a special award in recog- | 
nition of his song, “‘God Bless Amer- 
ica.” Looks as 


oesn’ i iti- Ses oS: ‘to dramatize the contributions of |charge of the account, Burnett & 
d esn’t appreciate the music criti By H. E. GRONSETH a =. = | oO ' , e ( ~ ns of 
cism in the advertising press. fermi Lyxcn, BA. Pierce & Cassart motor transport to the nation’s 
Detroit, Sept. 12.—Clinging ten- welfare, the American Trucking Ready when and where 
*-*¢ @ aciously to its mantle of leadership, : = Associations will release first copy 
—— . Chevrolet Motor Company will ' pg frarea=smanee=m==m====--} | in its most ambitious public rela- vou need UJ le Sa 
Eddie Guest writes a swell poem |jaunch its 1941 model year Sept. 21 | ; | tions campaign next week. The ini- you em, a m 


in praise of “meat on the table,” 


|with the most extensive announce- | - | |tial shot in the drive, estimated At |  Hereeresome prety vetid Detense onset 
taking a slightly different tack from | |ment campaign ever undertaken by | i { |$400,000 for the first year, will | "S000" Srl Stine mousey t . 2 
the odes which celebrate the glories | +i; General Motors division. an ~|be devoted to the military impor-| yp.» - 
of the steak sizzling in the pan. Having attained first place in unit | Typical two-color page for financial (tance of highways and the role 
é «2 ‘sales in nine of the last ten years, | house appearing in Family Circle. Both | motor transport plays in making 


| Chevrolet, 


Eddie will probably come up with 


with pardonable 
|will do no little chest beating in its 


pride, | 


| 


the medium and the copy are innova- 


nodern roads possible. 
tions in financial advertising. ¥ 


Behind the forthcoming project 


the suggestion that “When good | 1/1941 advertising copy. “Leader- +9 
fellows get together” could be im- ship” is to be the theme, and the R k H ; 
proved by a slight change in the | word “First” in capital letters will ro ela e ouse New Committee j = j 
line, “With a stein on the table.” |blaze in most of the advertisements. | t B . D a J 
|Last year’s jingle, “Eye it; Try it; . in Vri | 
vyvy | Buy it,” is not being discarded but Tells Story in ° eg ve - \ - - 
“Our, ads,” says Philip Morris | Sy oun) cay: tPirat because it's fan : _ |for Newspapers =~ & 
> “Yo say irs ecause it’s Fin- aa ll 
tartly, “neither coax nor hoax.’ est’.’ Th. ten cee . Sale Oe ” aot ; “ ~ J 
‘ gene ez: st’. ynote is already § g New York, Sept. 12.—A coast-to- te ———— 
W ell, a — msc vo page | sounded in pre-announcement, omen q azine coast campaign to explain the eco- a re 4 
least Sy tien ia wie. © | teaser copy now being released to nomic and _ social importance of *AMKIAW TRUCKING nssocimions 
innocen é ' 


| 
| 


. =. > 


November magazines feature a 
red wine nail polish by Dura-Gloss, 
a news story says, without reveal- 
ing whether brown October ale is 
the motif for the preceding month. 


7, + ¥ 


When Phillips 66 paints the num- 


newspapers, with such catch 
phrases as “Styled to Be First,” 
“Engineered to Be First,” etc. 
Announcement of 1941 models is 
to be simultaneous the country 
over, with newspapers and outdoor 
as the media. Magazines come into 
the picture later, on a broad scale. 
Evening papers, on Sept. 20, 
carry announcement publicity and 
advertising, followed by 
papers of the 21st when showrooms 


packed under the hood and with a 


will | thing to do with new Securities and 


ition is taking place down in Wall | 


morning | 


Virgin Field Tapped | new spapers will be inaugurated 
in Test Campaign in next week by the Newspaper Pub- 


. “ is : | lishers Committee, a new group 
Family Circle jheaded by Norman Chandler, gen- 


eral manager of the Los Angeles 
Times, whose byline will be used in 
the copy. 

The committee 
Frank E. Tripp, Gannett Newspa- 
pers, James G. Stahlman, 
Banner & Tennessean, and William 


New York, Sept. 11.—A revolu- 


Street also’ includes 


these days, and it hasn’t a 


Commission 
War, Or a 


Exchange 
tions, the 


promulga- 
stock market 


campaign in cities where it has |carry the campaign. For the dailies, 


Nashville | 


WASHINGTOR, © 


First insertion in the giant campaign of 

American Trucking Associations stresses 

the importance of the nation's roads 
from a military standpoint. 


|Brenner & Egert conducted a na- 
|tion-wide survey of consumers, 
|shippers and truck transport men. 
Cross-section samples of the three 
|groups were selected on the basis 


ber “30,000,000,000" on all of its | crash or boom. G. Chandler, Scripps-Howard News- pe yy ge ong oe - 
y filling stations’ driveways, it will of 8,600 dealers will be thrown | The revolution is the work of | papers. Regional chairmen are a - ym Be ying nam aeien. 
merely be talking about motor oil |}open for the public's first inspection Merrill Lynch, E. A. Pierce & Cas- cated in every state. | ae - a bas a aie cee 
mileage and met tae tatest oddities |= the company’s 1941 offering. All | sat, said to be the largest New York | About 250 papers will carry the | cemcapg ~ 9 rs, vv, ana truc 

to the national debt. that can be said of the new cars at Stock Exchange commission house. |copy, beginning either Sept. 17 or _ n, 4U,0U0U. 

this time is that they are longer, |]t began in June when the firm | 24, with other additions expected | Results Key Campaign 
e¢e wider, roomier, with riding quali- | joined the ranks of national adver- later. Weekly newspaper publish- ; : 
The C 4 Pea Market Institut ties further improved, more power | tisers by launching a newspaper |ers are also to be approached to | Results of this survey, believed 
1e Canned Pea Market Institute | 


|to be the most exhaustive analysis 


is promoting a Canned Pea Carnival |host of refinements that enhance | pranch offices, and in a handful of | three sizes of insertions are offered,|ever made of public opinion on 
from October 15 to November 20. If |beauty and performance. business and financial magazines. ranging from 480 to 960 lines. | trucking problems, will be employed 
you don’t find yourself swinging 


into the gala spirit of the event, 
you simply have no feeling for peas. 


6,400 Papers on List 


Weekly copy will run to 294 lines. 


Appeal to Housewives J. Walter Thompson Company is 


‘as the basic pattern of the national 
campaign. The ATA effort, in- 


A total of 6,400 newspapers will Step number two was taken |the agency responsible for the cam- cidentally, will be supplemented by 

‘carry the announcement copy, full Shortly thereafter when the firm paign. It was learned that the only | local advertising sponsored by many 

" <¢ # | pages being used in principal cities. hired an advertising manager. In- cost to publishers will be a 15 per |of the 50 separate state and regional 

They’re talking about organizing | Postings have gone up on 17,000 |Stead of selecting a man with a |cent commission on the national rate | trucking groups that make up the 
a network of FM stations, so it looks | boards in 8,900 towns, carrying pre- (Continued on Page 42) which goes to the agency. central organization. 

as if you've got to find out what/announcement copy which runs The consumer portion of the sur- 

‘frequency modulation” really|from Sept. 5 to 21, after which it ~ | vey dealt with seven major elements 

means, after all. will be replaced with the announce- Last Minute News Flashes of interest, including the relation- 

ment message, and the list of boards ship of trucking to everyday living, 

7? expanded. Added to these are sev- AFRA Accepts Mediation in Wage Dispute |the family pocketbook and car, 

oo re re os eral thousand painted boards on | New York, Sept. 13.—Threat of a strike of the American Federation government, wanes, Industry and 

to the editor of ADVERTISING AGE to highways and the 250 clock boards | of Radio Artists engaged in sustaining programs, including announcers, arose a ppc by - a 

my that Alka-Seltser is not a laxa- which Chevrolet maintains the year | was temporarily dissipated last night when the New York local voted to congcll por seal none only be 

live. It’s just good for what ails jeround. All will carry the new accept an offer of arbitration extended by the State Board of Mediation. ra at =—y M this bill “a oo ba 

"0 |model message. Shorts or minute | Broadcasting companies also accepted the plan. At the same time, the | *°™5!veness of this billion-dollar in- 


a 


ot air “air conditioning” 
dir, 


is just hot 


;during announcement week 
The radiator heating industry says | 27 


|}movies will be run in 2,800 theaters 


Some 
000 posters have been prepared 
for dealers’ showrooms A broad 
magazine schedule will follow but 


“ultimatum” to 
commercial programs was 


Chicago agencies on 


withdrawn 


wage scales of announcers on 


Tea Bureau Going Ahead with “Minimum” Campaign 


dustry and at frequent points con- 
clusions were recorded which were 
at variance with actual facts as 
they exist today. Generally speak- 


" : New York, Sept. 13.—Although war conditions have complicated ing, there appeared to be little con- 
But at least the manufacturers | the agency, Campbell Ewald Com- the situation, the Tea Bureau’s 1940-41 campaign will start on schedule cept nen the part of consumers of 
ave kept it circulating. |pany, is not ready to announce de- | yo. 19 with a minimum campaign in The American Weekly, Good sand “et o the industry, the taxes 
(Continued on Page 42) Housekeeping, Life and McCall’s. Advertising will be increased when levied on it, shipping costs and the 
a and if additional funds can be released. Wm. Esty & Co. is the agency. sn er of local and national 

Agency space buyers cringed | ee 


ust a little when they heard that | 
Peace Officer, the Oklahoma sheriffs’ 


DIRECTORY OF FEATURES 
Ad-libbing 12 


“Photoplay” and “Movie Mirror’’ Merged 


Military Importance Stressed 


ee Rete Celica fades 44 New York, Sept. 13.—Effective with the January, 1941, Issue, Official records for 1939 show that 

ade paper, had appointed a na- tae Otnesd 28 Photoplay will be merged with Movie Mirror, to be known as Movie |the trucking industry paid special 

on! representative. Seraings 9 2% Mirror-Photoplay. Circulation guarantee of the new publication, |taxes totaling $431,000,000. Total 

| Editorials 12 which will continue as a member of the Macfadden Women’s Group, will | maintenance cost of state-adminis- 

© Serm Mogedane Unege 34 be 650,000. Circulation guarantee for the group will be 2,250,000. tered highways last year was 

m™ Coca-Cola has an electrical spec- Getting Personal . 36 $232,000,000. Thus, special trucking 

‘cular in Southern California which | jaformation for Advertisers 12 Airplane Weekly Prize for Wings Cigarets |taxes alone not only paid this en- 

Mows all of the weather variations, Magazine Linage 32 | Louisville, Sept A Piper “65” Cub plane will be given weekly ‘tire highway maintenance bill but 

mm “cluding rain. Of course the lat- | Obituaries 4) | on a new half-hour pa th mystery drama to make its debut over 63 one-third of the capital outlay as 
“t is never used—or, well, hardly | Photographic Review 47 | NBC stations Oct. 4. Brown & Williamson Tobacco Company will make | well. 

oe “ver Rough Proofs ; the award for the best testimonial for Wings cigarets. Russel M. Seeds| The key to the first insertion in 

Copy Cus Voice of the Advertiser 20 Company is the agency the ATA campaign was uncovered 
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ADVERTISING AGE 


tg me 


September 16, 1949 


when consumers were asked what 
benefits people derive from high- 
ways in the United States. Although 
there was a general recognition of 
personal benefits, such as quicker 
travel, comfort and safety, and 
lower transportation costs, the mili- 
tary significance of roads was almost 
entirely overlooked. Only 2.6 per 
cent of respondents mentioned mili- 
tary benefits, despite the fact that 
preparedness for national defense 
has been prominent in recent 
news. The timeliness of this sub- 
ject led to the decision to make the 
military phase of roads the open- 
ing shot in the drive. 

The survey also uncovered the 
fact that while consumers recog- 
nize the contributions of truck 
transportation to more efficient food 
distribution, they fail to acknowl- 
edge this contribution in connection 
with clothing and gasoline. Only 26 
per cent of those interviewed recog- 
nized the clothing angle while 50 
per cent mentioned gasoline. 
latter is particularly surprising in 
view of the fact that fuel trucks 
are probably seen on _ highways 
more frequently by motorists than 
the carriers of any other single 
product. The viewpoint registered 
on clothing and gasoline is like- 
wise puzzling when it is realized 
that 48,000 communities in the 


So 


The | 


United States, involving a popula- 
tion of 7,000,000, depend on truck 
transportation exclusively for all 
products. 


Traffic Nuisance Stressed 


Although the vast majority of 
consumers said they “like some- 
thing” about truck drivers, it was 
also discovered that almost 50 per 
cent “dislike something.” 
complaint registered was that truck 


drivers are road hogs. A sizable 
minority of motorists—almost 25 
per cent—registered objections to 


” 


trucks on the roads “at any time. 
Chief complaints were that trucks 
are traffic nuisances and that they 
are too big. 

Apparently consumers _ believe 
that truck traffic is evenly spaced 
throughout the day. Despite the 
prevalence of pleasure car traffic on 
Saturdays and Sundays, motorists 
indicated they were least aware of 
trucks during their weekend travel. 

Three main objectives are being 
sought through the national cam- 
paign: the protection of present 
truck transport business, the stimu- 
lation of additional volume for the 
industry and the assurance that 
both current and future business 
will be profitable. Advertising and 
research phases of the program are 
being handled in the Biow agency’s 


The chief | 


— 


New York headquarters, while the 
broader public relations aspects are 
directed by American Trucking As- 
' sociations, Washington. 


Koehring Made A. M. 


Martin Koehring, former assistant 
|advertising manager of the Phoenix 
|'Hosiery Company, Milwaukee, has 
|}been promoted to advertising man- 
|ager, succeeding Fred C. Zillman, 
|who has been advanced to divi- 
sional manager with headquarters 
in Milwaukee. 


2 Join Anderson, Davis 


| 


| John M. Dolph, formerly with the | 
‘fort to comply with a growing con- 


Columbia Broadcasting System on 
ithe Pacific Coast, and Robert L. 
| Nourse, Jr., formerly with Barton 
|A. Stebbins, Los Angeles, Cal., have 
|joined Anderson, Davis & Platte, 
|New York, as members of the firm. 
The agency has opened an office in 
| Hollywood. 


Plans Pipe Kit Drive 


John Middleton Tobaccos will 
‘launch an advertising campaign in 
the November issues of Esquire and 
|Life for three special Christmas 
gift packages of pipe tobacco. 


New Certain-teed Book 
Certain-teed Products Corpora- 
tion has just issued a new shingle 
catalog in color entitled, “The Cer- 
tain-teed Way to Roofs of Beauty.” 


SIXTH OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


Four years, Princeton Uni- 
versity 
Two years, American Can Co, 


Two years, Benton & Bowles, 


Ine, 

Two years, Radio Station 
WNEW 

Free & Peters (New York 


Office) since Feb., 1938 


Friends, | 
Romans, 


Countrymemt—\ 


Hi a Hint iil 


Huan K. Borce, Jr! 


Yes, we guess it was purely accidental, but when Hugh Boice grad 
uated from a good college, then went to work for a leading “‘indus- 
trial”, then for a progressive advertising agency, then for a well 


known radio station 


well, maybe it was just a lucky accident, but 


all this experience was leading straight to the logical conclusion of a 


job with Free & Peters! 


Why? Because that’s the sort of back-ground F&P wants and gets, 


in our personnel, 
“college men” 


First, thirteen of our 
and ten of us graduated. 
derful, but it does imply a little mental discipline. 


fourteen fellows are 
Not that that’s so won 
Next, the four 


teen of us average almost two years apiece in advertising agencies 


which you will admit 


is wonderful! 
with Free & Peters, and Hugh is in his third year with us. 


Next, we average 315 years 
Next, we 


all average well over a year of experience, each, in actual radio 


stations 


and that, we believe, is also a pretty good back-ground for 


anybody who's first job is to help smooth the road for radio adver 


tisers. 


All our fourteen fellows have similar back-grounds in some other 


regards too. 


We all speak English. 


want to “stay in radio” for a long, long time to come 


We 


all feel certain that we 
and that the 


surest way to stay in is to give you the very best we've got (and the 


best that radio has, as well). 


... That's the way we work in this 


group of pioneer radio-station representatives. 


Semce May, 1932 


fr 
/ EXCLUSIVE 
; REPRESENTATIVES: 
/ WGR-WKBW cesses BUFFALO 
ee .. CINCINNATI 
BE seddvenesctsenveh se. FARGO 
KMBC .... KANSAS CITY ~ 
WAV ...., LOUISVILLE & 
WTCN MINNEAPOLIS-ST. PAUL 
i —_ Berersenieter PEORIA 
KSD ees ST. LOUIS 
WFBL SYRACUSE 
... 1OWA... 
wHo DES MOINES 
woc ... DAVENPORT 
KMA SHENANDOAH 
... SOUTHEAST... F 
wesc CHARLESTON 
wis COLUMBIA © 
wPTF RALEIGH | 
woB! ROANOKE 
... SOUTHWEST... : 
KGKO FT. WORTH-DALLAS 
KOMA OKLAHOMA CITY 
KTUL TULSA 
.«.PACIFIC COAST... 
KECA LOS ANGELES © 
» KOIN-KALE PORT! 46NnnH 
| KROW.. OAKLAND-SAN FRANCISCO 


KIRO SEATTLE | 
eens 9 ee 


Ay FREE & PETERS, INC. 


\ Pioneer Radio Station Representatives 


Chicage: 180 N. Mirhigan 


Franklin 63738 Plaza 5-4131 


New York: £47 Park ODeweit: New Center Bldg 


San Francisco: 111 Sutter 


Trinity 2-8444 Sutter 4355 


Los Angeles: 650 S. Grand Atlanta: 322 Palmer Bldg. 


Vandike 0569 Main 5667 


Gotham Ties Up 
with Retailers’ 
Testing Bureau 


Will Introduce ‘'Pedi- =»: 
greed" Hose Made Un-- = 


der Engineer's Eye 


New York, Sept. 12.—In an ef- 


sumer demand for standardization 


in the hosiery field, Gotham Silk 
Hosiery Company has engaged the 
Better Fabrics Testing Bureau, of- 
ficial laboratory of the National Re- 
\tail Dry Goods 


"GOTHAM 


Association, to test 
the production of 
Gotham stockings 
from fiber ma- 
terials to finished 
product. 

Believed to be 
the first such ar- 
rangement in this 
field, the Gotham 
plan will employ 
a textile engineer 
who will devote 
his full time to 
specification work 
and testing ma- 
terials and manufactured products 
in the Gotham mills. The work of 
the engineer, an employe of the 
Bureau, will be supplemented by 
the laboratory staff. 


These two seals 
wil appear to- 
gether hereafter. 


Will Carry Quality Seal 


All stockings produced under the 
engineer's supervision will be mer- 
chandised “Pedigreed” Gotham 
Gold Stripe stockings and _ will 
carry the Bureau’s “Quality Tested” 
seal. Beginning late this month, 


as 


y0otham will initiate a national ad- | 
vertising campaign in six magazines | 


to promote the new arrangement to 
the public. 

This novel procedure initiated by 
Gotham is the company’s answer 
to what it considers the inability of 
hosiery manufacturers to agree on 
standards for silk stockings. 
ing worked with the United States 
Bureau of Standards and the Na- 
tional Association of Hosiery Manu- 
facturers for more than two years, 
Gotham finally “threw up _ its 
hands.” 

The company decided 
technicalities involved in 
duction of silk stockings 


that the 
the pro- 
make it 


impossible to formulate standards | 


without confusing the consumer 


_and allowing the unscrupulous man- 


ufacturer to take advantage of the 
buyer's ignorance of the technical 
aspects of production. According 
to Gotham, specification changes in 
the manufacture of hosiery each 
season further complicate the prob- 
lem. 


Will Check Constantly 


By having a textile engineer em- 
ployed full time in its mills, Gotham 
believes it has found a way out of 
this impasse in the hosiery field. 
This method of testing will not 
freeze any particular’ standards 
but the engineer, whom 
considers a consumer representa- 
tive, will always be on hand to see 
to it that every Gotham stocking 
conforms to the consumer desire for 
wear, appearance and comfort. 

As described to ADVERTISING AGE 
by Betty Wickham, advertising 
manager, and Marie Carmody, sales 
promotion manager, the engineer’s 
presence means a constant check or 
a “consumer certification of every 
stocking.” Instead of having stand- 
ards which can become inflexible 
and “dangerous when frozen at the 
wrong level,” Gotham’s new proce- 
dure means “making the best stock- 
ing we know how.” 

By means of its advertising, 
Gotham hopes to win a high stand- 
ing for the “Pedigreed” trademark, 
since to the prestige of the well-ad- 
vertised “Gold Stripe” name, 
Gotham is now adding the reputa- 
tion of the NRDGA. 


In addition to satisfying the cur- | 


rent consumer demand for some 
type of certification in the hosiery 


Hav- | 


Gotham | 


EXTRA SEAL 


| You've put your foot into SOMETHING... 


when it's eapuat 
| a> . 


| STOCKINGS 61.00 Parn 
' 
} 
| 


SILK HOSIERY COMPANY, INC 


EE Fk GO OEE Ome ONT OY C00) mmm. 


Introductory copy for Gotham's new 
Pedigreed Gold Stripe hose, featuring 
the seal of the Better Fabrics Testing 
Bureau. This copy is for Mademoiselle. 


field, Gotham is also of the opinion 
that, following the way shown by 
|nylon, new synthetic yarns will be 
|developed and create even mors 
confusion with regard to standards 
The company is at present working 
with new synthetic yarns and fore- 
sees the time when the “Quality 
Tested” seal of the NRDGA wil! 
mean even more than it does now 

Indicative of the factors which 
must be considered in formulating 
standards for silk hose is the belief 
of the average consumer that a 
three-thread stocking is more shee) 
than a four-thread, and the latte 
should consequently give bette 
wear. According to Miss Carmody 
however, a_ three-thread  stockin; 
knitted at a certain twist, thoug! 
more sheer, might wear better tha: 
a four-thread. 

Also, a high gauge stocking ha 
come to be regarded by consume! 
as a better product than one wit! 
a lower gauge, but because 0! 
twisting, skill in knitting and othe 
factors, a 42-gauge stocking, fo: 
example, might be a better stock 
ing than a 45-gauge. The length ot 
a stocking can likewise not be a 
criterion of value since a_ shorte: 
| stocking might be knitted so that 
|it contains more silk and is mor 
| elastic. 

On _ the 
campaign, 


for Gotham’s 
will continue fo: 
three months, are Glamour, Har- 
per’s Bazaar, Life, Mademoiselle, 
|Photoplay and Vogue. Copy for an 
extensive business paper campaign 
will feature the “Pedigreed” trade- 
mark as “America’s First Name in 
Hosiery.” 


schedule 
which 


Fawcett Employes 
Promised Job Tenure 


Employes of Fawcett Publications, 
Inc., New York, who are members 
of National Guard or reserve units 
called for mobilization, will be wel- 
comed back to their original jobs 
upon return from active duty. This 
policy will also cover conscripts if 
the draft law is passed by Congress 

Robert Hertzberg, editor of Me- 
chanix Illustrated, who is a captain 
in the Signal Corps Reserve, has 
been assigned to Washington, D. C., 
for a year’s tour of duty. 


WSYR delivers 50°; more 
audience than any 
competing station 


4 In day or evening hours 
WSYR, Syracuse's NBC ste 
tion, is designated as the 
station listened to MOST 
by more people in Centr 

New York than any other 

50°% more than the seconc 
station named. 


This was disclosed by 
extensive and non -leadin 
survey conducted by C. § 
Hooper, Inc., in the eig”' 
principal cities of the C 
tral New York region. 


May we send you a copy of 
the report with all the fact 


* 


WSYR . WIRY  WEINE wet? 
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Indian Picture Writing meani 
“Young Woman’ 


mn 

D5 

o€ 

: We have come a long way since the days 

“t of sign language. Today, close to half 

va of our adult population enjoys a grammar 

ty school education or better, and some 

l / , 

<A 10% can boast of college diplomas or 

ch some college.” 

ng ; 

ie! We, in advertising, belong to that col- 

a lege group... poles apart, not only men. 

a | . 

on tally, but economically, culturally, psy- 

te chologically, from the mass of people 

dy whose patronage we seek for nationally 

int . 

= 1dvertised volume sale merchandise 

lal 

na }, 

el ‘ 

ith 

le a Yet, the very haracteristic: which aisquahtly 

her % ome magazines from our library table may put 

“. ; them at the top of the list media-wise. For in 

\ ot ‘tance, you want to reach younger married 

2a i women certainly the key market not only fo: 

rte! toilet goods products, but also for drugs, foods 

that ind other household goods. Women's Groups 

or ‘onsisting of “True Romance’ type magazine: 
ind ‘fan pub lications, concentrate their circula 

te tion omens younger married women. FEditorially 

fou they are geared to the reading tastes of younge: 

at married women. More than that true’ type 

gt magazines are better read than other women’ 

ioe magazines. (Let us show you confirming study 

ade- Our great similarity of story content assures c 

dine broad readership of the text. That factor, plus a 
cultural level in which fewer magazines compete 
for attention and less social diversion to deplete 
reading time, means more reader traffic between 
the covers of the magazine more chance for 

ions, your advertising to be seen 

bers 

units 

wel- 

jobs 


tei —mmmr YY 
yts | 
yress 


seal WATER GOD SMOOTH WATER 


Uur editorial theme, romances trom reai ite, at 
tract and condition a select group of women 


hi CLEAR SKY superior to the average in their limited educa 
D. 6 tional level superior in their alert interest in 

the world and the people around them, superior 
—— 


in a type of mind, receptive to suggestion, eager 


| to better their way of life, their person, their home 
¢ ind family 
ore Women's Groups reach out and deliver adver 
ic} ( rive 2 CTC Vol ( oT Woyrr »Y Cn h 
ny GREAT SPIRIT LIFE DEATH tisings prize prospects, younger women on th 
way up, open to suggestion, willing, conscien 
tiously, to read the advertiser's messaae md 
urs try his product 
sta 
the 
DST 
ntr 
er 
a True Romances True Experiences True Love and Romance ° Radio Mirror e Movie Mirror 
ei 
Ci 
py ° 
act | 
: 
: 
570 
Kc 
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Arnold Book Hammers 


| system depends on the » ability of the | will begin to make sense and, inci- 
consumers of America to use the | dentally, they will also solve the 
instruments of government which! problem of bigness wherever big- 
| they have at hand to get the maxi- | ness is blocking the channels of 
mum distribution of goods in a free | trade.” 


market. Minimum Is Too High 


(3 " Distributi 
at uxury IS rl u Ion It isn’t bigness that irks him, but | 
illustrate the inefficiency of 


| inefficiency, in the opinion of As- | the “evils of industries which are | To 

sistant Attorney General Thurman | not efficient or do not pass efficiency |Our distribution mechanism, Mr.) 
Arnold, who has just released his|on to consumers.” He adds: “If the | Arnold declares that “the minimum 

| latest expedition into the realm of| anti-trust laws are simply an ex- 

‘economic philosophy under the| pression of a religion which con- 


Savings in Production 
Wasted at Other End, 
Says Trust Buster 


chase a fair share of the goods ad- 


title, “The Bottlenecks of Business.” | demns largeness as an economic sin vertised over the radio and in our 

New York, Sept. 12.—Expansion | Asserting that “we are committed | they will be regarded as an better magazines is approximately 
of the government’s anti-trust ac- | to a system of distribution of goods| anachronism in a machine age. If, $2,500 a year. Families with that | 
tivities is the dynamite that will through private enterprise,’ Mr. | however, they are directed at mak- income or over comprise only 13 per 


ae WY P Aictri : : tase ‘ cent of our population, or about the 
smash the log-jam of distribution Arnold holds the “success of that | population of the state of New York. 
Our productive plant, equipped to 
make goods for a country of over 
130,000,000 people, can distribute its 
production only to 13 per cent of 
that population without some form 
of government aid. Under these cir- 
cumstances it is not surprising that, 
when the wheels of industry start 
turning, it is only a short time be- 
fore goods pile up on shelves and 
the wheels have to stop.” 

One of the “bottlenecks” cited by 
Mr. Arnold is price-fixing which 
occurs when “great organizations 
succeed in putting a floor under 
prices” but continue to “compete 
with each other for the greatest 
share of the market without drop- 
|ping prices. The competition takes 
ithe form of adding unnecessary 
luxuries to the distribution system. 
This raises its cost. It forces a 
luxury system of distribution on 
low income groups. 


| ing distribution more efficient, they 


Hammers at Oil Companies . 


| “Take the oil companies as an 
example. The major oil companies 
aided by the Ethyl Corporation have 
put a floor under prices. There is 
no difference in motor fuels because 
they had become standardized. 
Competition has been a race to see 
'which company could put out the 
most expensive hokum. Millions 
have been spent in advertising dif- 
ferent brands that were in fact all 
|the same. Filling stations more 
luxurious than the homes of most 
of the customers appeared on every 


Actual listeners overwhelmingly 
vote for Columbia-Pacific, as all 


corner. Maps were given away 
j\free. Men were hired to smile at 
Western networks broadcast 5.0) customers and say ‘Happy 


| Motoring.’ All this meant a greater 
|share of the customer’s dollar was 
going into gasoline. The govern- 
ment relief checks filled the gap and 
helped pay for that hokum., 

“The effect on the efficiency of 
distribution was this: On an aver- 
| age throughout the country major 
costs of both refining and transpor- 
| tation have been six cents a gallon. 


the same program* 


On June 27, from 7:30 to 8 p.m. P.S.T., you could hear the ballot- 


ing for presidential candidates on any major Western station. 


Listeners, influenced not by programs but solely by habitual listen- i average cost of getting the gas 

. / through ten feet of hose into your 

: ee ‘. © m.. ° car has been six cents a gallon. 
y preference , . av - TWOrTK St : , . 

ing preferences, tuned to their favorite network stations. ite this eaeveads Sveie wn aneeeed 


sorbed by a wasteful system of dis- 
tribution. They were 
on to the consumer.” 


not passed 


more people were listening to Columbia-Pacific than to any other network! 


. And at Tobacco Companies 


The “expensive hokum” of to- 
bacco advertising is similarly con- 
demned by Mr. Arnold. Cigarets 
have become a necessity, 


Recount! Include Los Angeles, where one major network station 


was not releasing the convention, and Columbia-Pacific’s total aud- 


ience lead soars to 146%! 


not get a foothold in a 


The West's “solid” vote for Columbia-Pacitic, confirmed by the 


‘olumbia-Pacific, during more quarter-hour Arnold devotes a considerable 


s, than to any | por- 
| 


other Western Network. |of the consumer movement. 
|presses the belief that with 1,400 
active consumer organizations in the 
| country today, the movement has 
|}the necessary force behind it to 
“compel an adequate enforcement 
organization so the government ci an 
effectively function a referee.’ 
|\He regards “enforcement of the 
i|Sherman Act on a_ nation-wide 
| scale” as a move necessary for na- 
| tional defense as well as the em- 
|} ployment of millions of men. 


And this bigger audience, from your very first program, starts you 


off to new sales records in the West, just as it has for so many other 
advertisers on. an 


. eh, A» ’ 

: Ful ae 5 On Feu Fa 
see i 

at 

33 


Would Increase Revenue 


Mr. Arnold’s plea for more anti- 
| trust activities is marked not only 
| by his prediction of economic fruits 
but also by a shrewd presentation 
|}of the revenue possibilities of his 
* fain Operating under a cur- 
rent appropriation of $1,300,000, the 
| division spent $700,000 in the first 
half of the fiscal year. During this | 
same period $2,400,000 has been col- | 


Columbia Pacfic Networ! 


\ DIVISION OF} ‘-OLUMBI, ING SYSTE? 
Palace Hotel, San Francisco—C Square, Los Angeles 


Represented by RADIO SALES with offices in New York, Chicago, Detroit, Charlotte, N. C 


BROADCAST 


lumbia 


|on which a family of three can pur-| 


. - . : ‘ | technological process were all ab-| 
The Vote: In San Francisco, Portland, Seattle, and Spokane, 47% | 


he says, | 
“vet the 10-cent cigaret packet can- | 


where half the family incomes are | 


; » under $1,000 a year.’ 

convention, 1 proved by every Competent survey. For more people In recommending an expansion 
: of his anti-trust division, Mr.| 
listen to ¢ 


tion of his presentation to the rise | 
He ex- | 


Sta i eins 


lected in fines, with “a potential of 
$5,000,000 more.” Appropriations 
can’t be cut down on the basis of 
economy, he asserts. 

The assistant attorney genera) 
shows no reticence in discussing 
/cases now on the calendar or others 
ready for prosecution. In the lat- 
| ter category he dwells particularly 
'on the food industry. Twenty-six 
cases are now being investigated, he 
lreveals, and so many additional 
complaints have been received “that 
| it has not yet been possible to make 
even a preliminary survey of most 
of them.” 

One interesting sidelight on the 
new Arnold treatise is his state- 
ment that “the tools which@he an: - 
trust division has at hand are the 
grand jury and the suit in equity” 
Neither of these, however, was e: 
ployed in the tobacco prosecutio 
Instead, a criminal “information” 
was filed. This procedure marked 
the first time that an anti-trust su:t 
was instituted without a grand jury 
indictment. 


Tobacco Case 
Under Way with 


Innocence Plea 


Lexington, Ky., Sept. 9.—Eight 
major tobacco companies and 33 of 
their top-flight executives today 
pleaded innocent and asked dismis- 
sal of the government’s charges that 
their practices were “deliberately 
designed to dominate and dictate 
harsh and oppressive terms” 
growers of leaf tobacco and 
wholesalers and retailers of tobacco 
products. 

Judge H. Church Ford, of the 
United States District Court, gave 
defense attorneys until Sept. 23 to 
file briefs supporting their oral mo- 
tions for dismissal. Arguments will 
be heard Oct. 30. 

The case is based on criminal in- 
formation filed by the Department 
of Justice, rather than on the usual 
procedure of an _ indictment re- 
turned by a grand jury. 


Lo 


to 


Scott Appoints Ludgin 


E. H. Scott Radio Laboratories, 
Chicago, has appointed Earle Lud- 
gin, Inc., Chicago, to handle its ad- 
vertising. National magazines and 
newspapers are being used to pro- 
mote the new Scott radio receivers, 
all of which include equipment fo! 
frequency modulation reception 


Yankee Adds Three 

Yankee Writing Service, Guilford, 
Conn., has added the _ following 
clients: Guilford Chamber of Com- 
merce, displays and promotion; Ru- 
dolph Kneuer, Branford, Conn., 
poultry breeder; Betsy Ross Cards, 
Scarsdale, N. Y., newspapers and 
direct mail. 


Brick > Cray 


| 
market 


In Building 


from manufacture 
to application 


GROUP of p ' 
A\ irons " 
every trend 
Reporting 
V na, creartina. 


noustry 


respon 
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interpre 
-wide cont 
uniquely 
publishing unit. 


INDUSTRIAL PUBLICATIONS, INC 
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"A great reputation,” 


NAPOLEON HAS BEEN QUOTED AS SAYING, 


“is a great noise: The more there is made, the farther off it is heard.” 


Certainly the best way to make men 
speak well of you is to merit it. That 
The Chicago Daily News, in its 64 
years of newspaper publishing, has 
served the public eminently is indi- 
cated by the ideals for which it has 
fought . . . and the accomplishments 
that have come out of its battles. 


The idea of broadly beneficial service 
by the newspaper to its community and 
to mankind has come into full flower 
only in comparatively recent years; and 
mainly as a result of such work as has 
been done systematically and _persist- 
ently by The Chicago Daily News. On 
some occasions, in the line of duty, this 
newspaper has faced storms of disap- 
proval and unmeasured abuse because 
truth and loyalty to the public interest 
reyuired it to attack plausible dema- 
gozism. But its record of militant 
championship of honest government 
and popular rights stands as proof of 
its consistency in keeping the faith. 
Indeed, the quality of its service in the 


Chicago: Daily News Plaza; New York Office: 9 Rockefeller Plaza; Detroit Office: 4-119 General Motors Bldx.: 


future is indicated best by the quality 
of its past performance. 


Primarily through the advocacy of this 
newspaper, the parcel post system, the 
postal savings banks, the Chicago sani- 
tary district and sanitary canal, and 
the Cook County forest preserves were 
established. 

The Pan-American Union was found- 
ed asa result of a suggestion by a mem- 
ber of The Chicago Daily News For- 
eign Service to Secretary of State 
James G. Blaine. 


This newspaper played a prominent and 


strenuous part in campaigns that re- 
sulted in Illinois’ first bank inspection 
law and in the Illinois permanent reg- 
istration law that finally won passage 
four years ago. has 
fought for adequate national defense. 
Always, it bends its every effort to- 


It consistently 


ward that which it believes will re- 
dound to the benefit of its community 
And the “ 


its reputation has been heard afar. 


and its country. noise”’ of 


For accurate and reliable news of world 
affairs, one London and three Canadian 
newspapers are among the 21 now sub- 
scribing to The Chicago Daily News 
Foreign Service . . . a service which has 
“won prestige because of the high qual- 
ity of its dispatches and personnel,” as 
one newspaper critic put it. 


Locally, the reputation of this news- 
paper is on an equal plane. Ask any 
Chicagoan who has the welfare of his 
city at heart. For the ideals of The 
Chicago Daily News have so perco- 
lated through to its readers for many 
years that they accept this newspaper’s 
word ... believe in both its news and 
advertising content. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper * 


with the most valuable circulation in the cit) 


: San Francisco Office: 


Hobart Bldg. 
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Are Manufacturers 
Views on Standards 
Being Changed? 


NAM Commitee Ad- 
vises ‘Stimulation’ of 
Standards Work 


By IRWIN ROBINSON 


New York, Sept. 10.—Although 
most national advertisers have 
always looked askance at sugges- 
tions that consumer goods be sub- 
jected to a standards yardstick, de- 
velopments in recent weeks appear 
to indicate that this traditional 
viewpoint may be undergoing a 
change. This trend is apparently 
being stimulated by increasing con- 
sumer pressure exerted through the 
National Defense Advisory Com- 


presumably under government aus- 
pices, of verifying 
quality during a period of national 
emergency. 

As far as manufacturers are con- 
cerned the issue is narrowing itself 


merchandise | 


down to reflection over whether in- 
dustry should assume the initiative 
and move for the promulgation of | 
standards on consumer goods or 
whether industry may find itself 
saddled with standards formulated | 
by governmental bureaus. 


NAM Swings Round 


Perhaps the most pertinent ob- 
servation on this question, ApvER- 
TISING AGE learned, was a recent 
opinion expressed by the National 
Association of Manufacturers’ sub- | 
committee on standardization, a unit 
of the NAM committee on relations 
of government to industry. Under 
the chairmanship of W. Keith Mc- | 
Afee, president, Universal Sanitary | 
Mfg. Company, New Castle, Pa., the | 
sub-committee asserted that the 
problem is divided into two fields: | 


| first, industrial products, and sec- | ~. 
. , E 'of standards 


ond, “standardization as it relates to 
the consumer for the safeguard of | 


| the buying public, minimum speci- 


fications agreed on by industry as 
respect quality of goods to be sold, 


/}accompanied by adequate labeling 
mission in behalf of some means, | 


wherever practicable.” 

The sub-committee further recom- 
mended that the “National Associa- 
tion of Manufacturers, in coopera- 
tion with the American Standards 
Association, stimulate standardiza- 
tion work in order to forestall fur- 


ilarly necessary in a 


ithe advertising 


ther governmental intervention in 
this field.” 

That the NAM’s suggestion pos- 
sessed the element of timeliness may 
be noted in the action urged on the 
National Defense Advisory Com- 
mission at the recent meeting of 
Harriet Elliott, consumer adviser, 
with representatives of more than 
100 national consumer organizations. 
The consumer viewpoint was ex- 
pressed by Mrs. Saidie Orr Dunbar, 
president, General Federation of 
Women’s Clubs, as follows: 

“Since information as to the qual- 
ity of consumer goods is particu- 
period when 
quality changes and_ substitutions 
are likely, existing standards for 
consumer goods should be compiled 
and disseminated widely among 
consumer groups, and the coopera- 
tion of business people in the use 
should be sought. 
Where standards are not available, 
informative labeling should be con- 
sidered and new standards de- 
veloped.” 


Institute Plan in Formation 


The subject of verifying merchan- 
dise quality has been projected into 
limelight through 


the formation of the Institute of 


|Standards, Inc., by McCall’s, as a 


vehicle for bringing together manu- 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


on) 
\ 


reaching the 


Were keepin’ company! 


We are stepping out into a fall sea- 
son that indicates big times ahead. 
For it’s significant that the com- 
pany we keep is the best, including 


some of the most successful and 
regular national spot advertisers. 


These advertisers, desirous of 


rich Mid-South mar- 


ket of 399,540 radio homes, find 
WMC the most effective and eco- 
nomical medium for reaching the 
greatest number of consumers at 


the lowest per capita cost. 


If you plan to “step out” this fall, 


keep company with the advertisers 


who find out before they buy. 


Choose WMC to carry your sales 


message for increased sales this fall. 


WMC 


Owned and operated by 


MEMPHIS 


NBC RED NETWORK 


THE COMMERCIAL APPEAL 


“The South's Greatest Newspaper” 


National Representative: 


WMC 
KARK 


MEMPHIS 
LITTLE ROCK 


THE 


* 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
KWKH-KTBS—SHREVEPORT 
WSMB 


BRANHAM CoO. 


NEW ORLEANS 


|Operative project. 


a 


TAKES NEW POST 


Chester A. Barth, formerly West- 
ern division sales manager of 


| Frankfort Distilleries, Inc., has been 
|named 
| Pepper Company, Dallas. 


advertising director of Dr. 


Previously Mr. Barth was 
Best Foods, Inc., as assistant sales 
manager and he at one time oper- 
ated his own business, Barth Pro- 
duce Company, Buffalo. 


facturers, consumers, publishers and 
commercial laboratories in a _ co- 
Details of the 
Institute program appeared in the 


| : » 
July 29th issue of ADVERTISING AGE. 


The Institute disclosed today that 


‘of the 300 prominent manufacturers 


to whom the initial prospectus was 
sent, 100 have already registered 


their reactions to the plan. Of this 
number, it was said, 60 per cent 
“have indicated they are in sym- 


pathy with the objectives, while the 
remainder have either reserved de- 
cision pending further study or ex- 
pressed themselves as unwilling to 
participate at the present time.” 
During the past month, it was 
added, a steadily rising number of 
national advertisers have enrolled as 
members. 

Shortly after the Institute sent 
out its invitation to manufacturers, 
the Association of National Adver- 
tisers polled its members to de- 
termine their opinion of the plan. 
Of those who had received the In- 
stitute proposal, 43 per cent indi- 
cated they regarded the plan un- 
favorably, while the remainder had 
not formed an opinion. The ANA 
report reproduced excerpts from 
members’ replies commenting on 
details of the plan. 


Not Seal of Approval 


Although the Institute has de- 
clined to reveal the names of mem- 
bers at the present time “in the be- 
lief that it is advisable to avoid any 
implication that early participants 
may be used as ‘bait’ for attracting 
additional members,” it is under- 
stood that manufacturers who have 
already signified their support of 
the program include ANA members. 
Advertising agencies have _ also 
evinced interest in the plan, both in 
behalf of specific clients who have 
requested additional information 
and in the belief that some recom- 
mendation on the subject should be 
furnished other clients. 

Commenting today on some of the 
views expressed by manufacturers, 
the Institute pointed out that its 
symbol is designed to serve as con- 
firmation of the fact that a product 
has met an accepted standard. It 
added that the symbol “no more 
represents a seal of approval than a 
certified public accountant’s audit 
spells approval of a company’s poli- 
cles or financial condition.” 

“The Institute’s function in this 
respect,” the explanation continued, 
“may also be likened to that of the 
Audit Bureau of Circulations which 
verifies circulation records accord- 
ing to a_ pre-determined set of 
standards formulated cooperatively 
by publishers and advertisers. The 
growth of the ABC during the past 
quarter century and its acceptance 
by advertisers are eloquent testi- 
monials to the development and 
administration of standards and the 
resultant benefits to both producer 
and consumer.” 

Another pertinent point raised by 
manufacturers, the Institute indi- 
cated, is the question of whether the 
establishment of a minimum stand- 
ard for any given product tends to 


with | 


make that standard a maximum. 
/The Institute’s contention is that. 
based on experience in the indus. 
| trial field, such a fear is unfounded 
“The fact that a manufacturer's 
product is considerably higher ; 
quality than the minimum standard 
automatically furnishes him with 4 
powerful merchandising tool, be- 
‘cause he has a_ recognized bise 
/}upon which to build his story of s\- 
periority,” the Institute continued 
“From the merchandising vie 
point the Institute will, in effect, 
help the manufacturer of meritor - 
ous products tell a convincing sto: , 
ito consumers. The latter, since the, 
will participate in formulating 
standards in cooperation with the 
manufacturer, will give more weig! : 
to his claims because the basic qua 
|ity of the product will already hay, 
been certified. Thus, the Institu:, 
|/program will contribute to tl! 
| stabilization of consumer confiden: 
‘in advertising.” 


] 


To Use Independent Laboratorie, 


To clear up questions about t! 

Institute’s testing facilities, it w: 

pointed out that the organizati 

will not maintain its own labor: 

tories. Instead, the resources «| 
leading commercial laboratories wi 

be recommended to manufacture) 

members. While the Institute wi'! 
bring together manufacturer., 
standardizing bodies and consum- 
ers for the purpose of formulating 
standards, the actual submission of 
products for test against accepted 
standards will involve’ dealings 
solely between the manufactur: 

and the laboratory. Because the 
manufacturer will pay for the tests 
the results will be his own propert;: 
He may or may not reveal them. A 
laboratory report showing that the 
product meets the standard will, 
however, permit the manufacture: 
to so advise the Institute, following 
which the verification symbol will 
be made available to him. 

The Institute said today that 
“later on, with the consent of manu- 
facturers, members’ identities wil! 
be disclosed, as will be those of 
participating publishers.’ Appointed 
representatives of three leading con- 
sumer organizations—General Fed- 
eration of Women’s Clubs, Ameri- 
can Home Economics Association 
and American Association of Uni- 
versity Women—have already 
recommended support of the pro- 
gram and it is expected that the 
government bodies of the three 
groups will take some action in the 
near future. 


Maxon Adds Smith 


Ralph T. Smith has resigned 
from _ Blackett-Sample-Hummert, 


New York, to join Maxon, New 
York, as director of commercials 


for daytime radio script shows 


FOR SALE OR LEASE 


Fleet of 5 Teardrop 
Advertising Cars. 


Hill Auto Body Metal Co. 
700 W. 6th St. 
Cincinnati, Ohio 
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...in the same 7 years 
The American Home magazine 
has carved out a circulation 


of 2,000,000 Families 


A A “CHARACTER,” old Seth may rate 
pretty high —especially with summer 
people on vacation. But, as a consumer of im- 
portant new products which America has turned 


out in the last 7 vears, he’s a total loss. 


He, and people like him, possess none of that 
fager restlessness which has caused a “tremen- 
dous migration” of American families to the 
‘suburbs in the last 7 vears. The same eager 


3 In the past / years 


SE 


SETH ROCKINGHAM HAS WHITTLED AWAY 


6 CORDS OF SOUTHERN PINE 


restlessness which built 8 times as many new 
homes in 1939 as in 1933... inereased salaries 


. = f ~eo/l 
and wages 50°, -and sold 75°; more new 


automobiles and 65°, more home furnishings. 


These eager families find that whitthng away 
their time isn’t the answer to what they want. 
That's why 2,000,000 of them now buy The 
American Home magazine. Here they find easy- 
to-read pages packed with exactly the action- 


producing ideas on living thes want! 


This is a secret of increased sales which many 


wide-awake advertisers must have learned, be 


cause they have increased The American Home's 


advertising revenue /0 fimes orer in the last 


? years... a gain of orer 10007! 


Businessmen who want to know what has been 
going on behind the scenes of American business 
and home life since ’33—will find it in the free 
booklet, "' The Past 7 Years.’’ Please write The 
American Home, 444 Madison Ave., N.Y. C. 


FIRST among “home-service”and “women's” 
magazines in CIRCULATION and in 
ADVERTISING GAINS since 1933 
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The Washington Post? 


LL KINDS! The Washington Post appeals to the reader who likes 

Dorothy Thompson and to the reader who prefers Louella Parsons— 

to the one who enjoys Walter Lippmann and the one who follows Joe 

Palooka. The Post is justly proud of its famous editorial page but no less 
so of its women’s features and sports columns. 


The Washington Post reaches out to all types of readers by publish- 
ing more of all types of reading matter—more total news space, more 
pictures, more sports pages, more women’s features, more national and 
world news, more space for local news and pictures — than any other 
Washington paper. 


Since the present management took over in 1933, The Washington 
Post has gained more than 80,000 new readers — twice the gain of any 
other Washington paper. It took a paper with universal appeal to make 
that kind of gain, without premiums or contests, without forcing, on 
sheer merit. It took the chauffeur as well as the limousine owner, the 
barber as well as the banker, the stenographer as well as the society 
woman, to build The Post’s circulation to its present height. 

Certainly! Post circulation does peak in the neighborhoods with 
higher purchasing power! So do your sales—whether of a box of laundry 
soap, a nickel cigar, or an automobile. 


That’s why The Post offers you such responsive circulation — based 
on more reader interest and more money to spend. That’s why The Post 
continues to set the pace in Washington in advertising linage gains — is 
the only Washington paper to have increased its share of all Washington 
newspaper advertising each year for the past seven years! 


The Washington Post 


Washington's Home Morning Newspaper 


New 5 Crown Copy 
Gives News Desk 
Some Competition 


New York, Sept. 12.—Advertising 
copy that is as hot as the news mat- 
ter surrounding it is the keynote of 
la new campaign just inaugurated 
by Seagram Distillers Corporation 
for its 5 Crown brand. The unique 
technique is being used in the full 
Seagram list of about 175 newspa- 
pers. 

The campaign, first to be 
‘launched since Ward Wheelock 
Company was appointed to handle 
the account, is built around current 
sporting events. The two subjects 
treated to date have been the Na- 
tional Singles Tennis Champion- 
ships and the National Amateur 
Golf Tournament. 

The tennis tournament was sized 
up by sportscaster Ted Husing, 
whose review of the field was wired 
from the Forest Hills stadium di- 
rect to each newspaper on the 
schedule. Cuts of leading contest- 
ants were sent to each paper in ad- 
vance, but each insertion was made 


which cuts to use. 

Golf copy was provided by O. B. 
jovervem veteran Atlanta’ sports 
writer who has followed all of the 
| great matches for 27 years. In each 
‘case, the tie-up between sports 
| comment and product was achieved 
| through a play on the words “Here's 
|'How.” Keeler’s comments were 
|headed by “Here’s How the Na- 
tional Amateur looks to O. B. 
| Keeler.” The link with the whisky 
| was made by the line, “Here’s How 
to be sure of a whisky that suits 
he to a tee!” 


How Speed Is Achieved 


W. M. Swertfager, former Sea- 
gram executive now with the 
agency, explained how the unusual 
speed is achieved. Papers on the 


list are sent the part of the copy re- | 


lating to the product, plus an ad- 
/vance story by the expert. If the 
| wired report is not received by the 
time the first edition deadline is 
reached, the advance copy is used. 
| That happens only in the case of a 
|few metropolitan papers. Sixteen 
/small cuts, with cutlines, of contest- 
ants, are also provided in advance, 
and papers are advised by wire 
'which ones to use in the layout. 

| The campaign will also make use 


,of sectional athletic events when 
|the sports calendar provides no 
|competition of sufficient national 


importance. For example, a crucial 
|football game may be made the 
subject of an insertion to be used 
only in the area surrounding the 
locale of the game. Other local 
events will be used in other areas. 

All advertisements appear on the 
sports pages, and often appear on 
the same page with the news report 
of the event treated in the copy. 
Later on, non-athletic news events 
may be used, according to Mr 
Swertfager. 


“Prairie Farmer” to Issue 
Centennial Edition 


A centennial issue of Prairie 
Farmer will be brought out Jan. 11, 
1941, celebrating the hundredth 
anniversary of the midwest farm 
paper. The edition will be section- 
alized under the 12 main subjects 
of a century of progress, power and 
implements, soils and crops, trans- 
portation, poultry, livestock and 
dairying, buildings and equipment, 
commerce and finance, home and 
household, communications, farm 
chemurgy and classified advertising. 

The regular print order for the 
centennial number has been stepped 
up from 340,000 to 400,000. The 
closing date for black and white 
advertising forms is Dec. 1. Bur- 
ridge D. Butler is publisher and 
editor 


Auspitz to Critchtield 

Irving V. Auspitz has resigned as 
account executive of Erwin, Wasey 
& Co., Chicago, to become a vice- 
president at Critchfield & Co. Mr. 
Auspitz formerly operated his own 
agency in Chicago. 


All Space Sold 
in First Issues 

. a * a 
of Latin ‘Digest 

Pleasantville, N. Y., Sept. 12.- 
The “sold out” sign was hung out 
today for advertising in the first 
three issues of the new Spanish- 
language edition of Reader’s Digest, 
which gets under way with the No- 
vember edition. Not only has al! 
available space been sold, the as- 
sociation said, but the size of the 
run has been increased from 50,00( 
to more than 100,000. 

The most surprising feature oj} 
the response, according to the pub- 
lishers, is the entering of about 
20,000 sponsored introductory sub- 
scriptions from readers of the Eng- 
lish language edition. Demand 
from Mexico, Cuba, Puerto Ricc 
and South and Central America 
surpasses all expectations. 

With such advertisers as Eastmar 
Kodak, Westinghouse, Nash-Kelvi- 
nator and others of like calibre rep- 
resented in the first three issues 
a new success saga is now being 
written. 


up upon receipt of a wire telling | 


| . . 
“Southern Agriculturist” 
Elects LeStrange 

Austin LeStrange has been elected 
vice-president of Southern Agricul- 
turist in charge of advertising, witl 
headquarters in New York. Ap- 
pointments to the executive commit- 
tee of the publication, besides Mr 
LeStrange, include William Spring- 
er, Kenneth Stansfield, B. H. Chal 
fant and Dan C. Rankin, president 
and publisher. 


NBC Shifts Two | 


D. B. Van Houten, of the genera 
service department of the National 
Broadcasting Company, has _ been 
named acting personnel manager, 
succeeding Dwight G. Wallace, re- 
signed. William Gerald Martin, 
formerly executive assistant man- 
ager, has been named manager of 
the guest relations division, suc- 
ceeding Charles Thurman, resigned 


Sure-Fit Names Reiss 


National Sure-Fit Quilting Com- 
pany, New York, has appointed 
Reiss Advertising, New York, to 
handle promotion of its quilted bed- 
ding products. Newspapers, busi- 
ness papers and direct mail will be 
used. 


May, Burke to Teach 

Harrison Commercial Art Insti- 
tute, Chicago, plans to repeat Don 
May’s classes in advertising layout 
to which will be added a course in 
contemporary typography under 
Harry Burke. The courses will be- 
gin Oct. 1, lasting ten weeks. 


Flako Starts Campaign 

Flako Products Corporation, New 
Brunswick, N. J., has begun a 
weekly schedule of advertising in 
newspapers for Flako pie crust, 
Flakorn corn muffin mix and Cup- 
lets. The campaign will continue 
until the end of May through H. B 
LeQuatte, New York. 


Issue Guide Rate Card 

A new rate card has been issued 
for the Guide Magazines, formerly 
known as M.L.A. Publications. The 
magazines have been re-grouped, 
and their guarantees and rate st! 
tures reorganized. 


NEC Elects Egner 

C. Lloyd Egner, manager of ‘ht 
Radio-Recording Division, has ben 
elected a vice-president of the ..a- 
tional Broadcasting Compuny 
Bertram Cutler has been appo! 
a director. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 4 
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The CLASS 
of the Mass Circulation 


® Unbiased tests conducted under the nationally- 
accepted Gallup method conclusively prove 
newspaper reader traffic in Sunday Rotogravure 
Sections averages second only to page one in 
volume. Besides this outstanding feature, with 
Rotogravure you can cover better than one out 
of every two of the nation’s homes. Or, should 
your needs call for local campaigns, Roto’s flexi- 
bility allows you to use its magnetic appeal to 


increase sales in selected cities or zones. 


And remember— in Rotogravure your advertising 
gets ‘preferred position’ regardless of the page 
it appears on because the interesting pictorial 
content of this outstanding medium sustains 
reader-traffic on every page. Let the quality 
atmosphere of this distinctive medium add to the 
prestige of your product. Investigate these and 


other important advantages of Rotogravure. 


For further information, write Kimberly-Clark 
Corporation. We maintain a research, service 
and statistical department for the convenience 
of advertisers and publishers. Take advantage 


of this offer. There is no charge for our service. 


Based on a continual analysis of how 2] 


different papers in 17 key cities are read. 


xX otoplat. fs 


REG, US. & Cam, 


THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 


. 


Manufactured by 


KIMBERLY-CLARK CORPORATION -; Established 1872 - NEENAH, WISCONSIN 


New York, 122 E. 42nd Street 


Chicago, 8 S. Michigan Avenue 


Los Angeles, 510 W. Sixth Street 
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Apo to the impressiveness and effectiveness of 


your brochures, circulars and catalogues with 
Rotogravure. Let the rich “feel,” distinctiveness 
and realistic reproduction qualities of this 
unique method of printing give your direct mail 
advertising the same magnetic appeal that wins 
the interest of millions and millions of news- 
paper readers every week to the Sunday Roto- 


gravure Sections. 


And remember — with Rotogravure printing 
you'll get far more than reader-interest. For in 
addition Rotogravure creates a quality atmos- 
phere that automatically and immediately puts 
a plus into your presentation. 

Foremost advertisers use Rotogravure in rich 
monotone and in thrilling natural colors, be- 
cause Roto gives the closest obtainable repro- 


duction of original photographs, drawings and 


5. & CAN 


MORE ATTRACTIVE PRINTING 
MEANS MORE READERS — 
MORE READERS 

MEAN MORE SALES — 


BOBBEE 


paintings. A picture in Rotogravure is the next 
best to showing your actual product or 
package. 

If you need advice on Rotogravure printing, 
call a Kimberly-Clark Rotogravure man. There 
is no charge for our cooperation which is avail- 
able at each of our offices. If you prefer, write 
for advice and samples of these famous 


Rotogravure papers. 


lect 


- y.s.& CAN 
mG off 


Remember, paper plays a vitally important part in the effectiveness of Rotogravure —choose if carefully ! 


Compare the nationally -accepted Rotogravure papers made by Kimberly-Clark Corporation, listed 


above. They come in wanted weights and sizes to suit your requirements, to meet your budget. 


Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


New York 
122 East 42nd Street 


Chicago 
8 Sovth Michigan Avenue 


Los Angeles 
510 West Sixth Street 
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ADVERTISING AGE 


‘Make America 


Strong’ Theme 
of NIAA Meet 


Detroit Conference 
Sept. 18-20 to Devote 
Two Days to Clinics 


Detroit, Sept. 11.—Ways of gird- 
ing America’s industrial sinews to | 
mike the American way of life 
safe from aggression will be the | 
central theme of the 18th national 
conference and | 
exposition of the | 
National Indus- 
‘rial Advertisers | 
Association at} 
Hotel Statler| 
1ere Sept. 18-20. | 
Pointing the way | 
will be market- 
‘ng and adver- 
ising leaders of 
he nation = as 
well as represen- | 
tatives of the| 
government. 

Featured| 
first day of the | 
include such 

D. Edie of 


C. McDonough 


speakers on the 
conference will 
notables as Lionel 
Lionel D. Edie, Inc., who will 
talk on “The New _ Industrial 
Outlook”; John Abbink, president 
of Business Publishers  Interna- 
tional Corporation, on “Trade 
Struggle South of Our Border”; 
Robert Porter Patterson, Assistant 
Secretary of War, on “The Task 
Confronting the War Department 
and Industry”; Edward J. Noble, 
recently Under Secretary of Com- 
merce, on “Full Speed Ahead for 
Business—Make America Strong!” 
This last talk will be given at the 
general luncheon. 

Walter H. Gebhart, Henry Diss- 
ton & Sons, Inc. Philadelphia, will 
open the afternoon program with | 
some case examples of industrial 
companies which failed or lost po- 
sition in the last defense emergency 
as the result of faulty marketing 
decisions. He also will list compa- 
nies which maintained or improved 
their position. Harry Fortey, War- 
ner & Swasey Company, Cleveland, 
will give specific suggestions on 
how companies should _ establish 
advertising and marketing objec- 
tives in accord with today’s condi- 
tions. | 


Many Clinic Sessions 


Other speakers on the opening 
day general session are J. M. Mc- 
Kibbin, apparatus advertising and 
sales promotion manager, Westing- 
house Electric and Mfg. Company, 
whose subject will be “Advertising 
ind Selling Must Work Together.” 
Phillip Wilcox, advertising manager | 
f Keuffel & Esser Company, will 
tak on “Your Job—Today.” A 
short meeting of members-at-large 
ind a publishers’ reception will con- 
‘lude the day’s events. 

Three clinic sessions Sept. 19 and 
20 will be interspersed with gen- 
eral sessions. Speakers and subjects 
it the activities and awards lunch- | 
eon Sept. 19 will include E. J. Goes, | 


idvertising manager of the Koehr- 
ng Company, on “NIAA Activi- 
ues,” and William D. Murphy, ad- 
ertising manager of the Sloan 
Valve Company, on “Developing 
Jur Profession.”” The Industrial 
Marketing awards to business pa- 
ers for editorial achievement will 
© given at this time as well as the 
NIAA awards for advertising on 
exhibit. 
Raoul E. Desvernine, president, 
Crucible Steel Company of Ameri- 


‘@, will talk on “Industry’s Pres- 


‘mt and Future Responsibility on | 
National Defense” at the advertis- 
Ng industry conference luncheon 
ms 20. Col. Willard T. Chevalier, 
bub] 


mwOusher of Business Week, will be 
Sastmaster. 


Discuss Specific Problems 


Specialists 
study 
€ms 


will direct intimate 
of specific advertising prob- | 
t the clinic sessions Sept. 19 


| Will Approve.” 


and 20. Each session will be in 


|charge of one or two district NIAA 


chapters. One session will discuss 
the creation of effective copy, lay- 
out and illustration, and how 
test the relative effectiveness of the 
advertising manager's work, an- 
other will consider market informa- 
tion and how to get it and use it, 
with the Cincinnati Industrial Ad- 
vertisers Association sponsoring 
the discussion. The Milwaukee As- 
sociation of Industrial Advertisers 
will lead the discussion on “Allo- 
cation of Budgets and How to Or- 
ganize Your Work,” at a third ses- 


| sion. 


Leading off the afternoon clinic 
sessions of Sept. 19 will be a dra- 
matization by the St. Louis Indus- 
trial Marketing Council of the 
topic, “Prepare and Present an Ad- 
vertising Program that Management 
A clinic on “Co- 
ordination of Advertising with 
Selling and How to Win Active Co- 
operation from Salesman” will be 
conducted by the Industrial Ad- 
vertising Council of Pittsburgh, 
and the Technical Publicity Asso- 
ciation of New York and the In- 
dustrial Marketers of New Jersey 
will discuss the subject, ‘““Measur- 
ing the Readership of Business Pa- 
pers.”” The final clinic session for 
Sept. 19 will be conducted by the 
Indiana Association of Industrial 


to | 


Advertisers, Indianapolis, on the 
subject, “Get Out Into the Field.” 


Broad Problems on Griddle 


“How Can the Advertising De- 
partment Contribute to the Solu- 
tion of General Company Prob- 
lems?” will be the subject to be 
discussed by the Industrial Advertis- 
ing and Marketing Council of West- 
ern New England and the Technical 
Advertising Association of Boston. 
The Mason-Dixon Industrial Ad- 
vertisers and the Eastern Industrial 
Advertisers will sponsor a_ joint 
session on “Measuring Advertising 
Results,” and the clinic sponsored 
by the Engineering Advertisers As- 
sociation will revolve around the 
subject, “How to Increase Direct 
Mail Effectiveness.” 

Charles McDonough, advertising 
manager, Combustion Engineering 
Company, New York, and president 


of the NIAA, will be chairman of 
the opening generai session. Lloyd 
R. Vivian, sales promotion man- 


ager, Ditzler Color Company, and 
president of the Detroit chapter of 
the NIAA, is chairman of the gen- 
eral conference committee. Philip 
Linne, advertising manager of 
Owens-Corning Fiberglass Corpora- 
tion, and president of the Toledo 
chapter of the NIAA, is co-chairman 
of the general conference commit- 
tee. Philip Ruprecht, resident man- 


Typical newspaper copy for Chicago Title & Trust Company, featuring the trust 


This copy is eight columns wide, and illustrations 
employ a one-way, rather than the conventional halftone screen. 


facilities of the organization. 
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ager, McGraw-Hill Publishing Com- 
pany, Detroit, chairman of the 
program committee. 


Is 


Deere Advances Filkins 

E. E. Filkins, former sales man- 
ager, has been advanced to general 
sales manager of the John Deere 
Plow Company 


Woods Elected 


Wilfred (Wocdy) Woods, director 
of publicity for the Central Broad- 
‘asting Company of Des Moines, has 

|} been elected vice-president of the 
|Des Moines Advertising Club to 
;succeed Hal R. Linebaugh, who has 
been transferred to Omaha, Neb., 
by Sidles Company. 


THIS SPACE RESERVED 


for 


photograph of the new press which 
it is customary to show when a 
lithographer buys a new press. As 
such an illustration is usually in- 
comprehensible even to advertising 
men, and of no interest whatsoever 
except to the manufacturer and 
proud press purchaser, it has been 


advisably omitted from this adver- 


tisement. 


the painstakingly 


retouched 


e TRADE ANNOUNCEMENT 


Einson-Freeman Co., Inc., is having installed a new 
Harris LSH Four-Color Offset Press, which reproduces 


150 screen lithography in four colors with a single 
printing operation. The speed is 4,500 four-color 
impressions per hour. The press takes a very large 
sheet, up to 50 by 69.5 inches. The LSH Four-Color 


Precision Press represents the very latest development 


So what ?... i's a real money saver, 
cutting the cost of the highest quality display lithography 


..« The monster size sheet makes posstble the printing of 
your regular display material plus the addition of extra 
side cards, counter cards or baskets on the same sheet . . . 
Our 150 line screen deep-etch process lithography will 
produce brochures, folders and catalogues on a par with 
the best standards of other forms of reproduction, and 


SU perior to many 


and at a cost often well below that of 


fine letterpress work... This new press and its products 
will be available for inspection very shortly. 


* EINSON-FREEMAN CO., INC. Very Good Lithographers 
Starr & Borden Avenues, Long Island City, New York 
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19 Syndicates 
Latest Target of 
Trade Commission 


Washington, D. C., Sept. 12.- 
Nineteen New York distributors of 
syndicated advertising material, all 
operating under the same control, 
are charged with unfair competition 
and unfair and deceptive acts in the 
sale of their products in the latest 
complaint of the Federal Trade 
Commission. John H. Ryder is iden- 
tified as the primary figure by the 
complaint. 

Under his direction and control, 
the Commission charges, the 19 
companies, individually and jointly, 
have sold three copyrighted adver- 
tising features, revolving around a 
continuous theme indicated by the 
titles, “It’s a Fact,” “Isn’t It the 
Truth?” and ““Where’s Elmer?” 

Through their representatives, 
the complaint alleges, the companies 
have made false, misleading, dis- 
paraging, intimidating and threat- 
ening representations to the effect 
that certain similar ready-made ad- 
vertising copy offered and sold by 
certain competitors has been cop- 


of the defendants, and that pur- 
chasers of the competitive syndi- 
cated material would become liable 
to legal actions if they used it. The 
competing features were sold under 


the titles, “It’s the Truth” and 
“Where’s George?” according to the 
complaint. 


Bad Faith Charged 


These representations, the Com- 


mission alleged, were made in bad | 


faith for the sole purpose of discour- 
aging purchase from or dealings 
with competitors. The complaint 
also charges that the companies, as 
a further inducement, falsely repre- 


sented to purchasers that they 
would enjoy exclusive rights in 
|their respective communities or 


| trade territories. 

Those named in the complaint 
are Abbott & Walker, Inc., The Am- 
sterdam Syndicate, Inc., Bradley 
| Advertising, Inc., Dayton Lee, Inc., 
Deward & Rich, Inc., Lindsay & 
Brewster, Inc., Baids, Inc., Norm 
Advertising, Inc., Vanderbilt Ad- 
'vertising Agency, Inc., and Thomas 
|Gailord & Reynolds, Inc., all of 79 
|Madison Ave.; Advertisers Ex- 
change, Inc., Boyd Scott Company, 
Inc., MeTee & Co., Inc., Van Tine 


|Features Syndicate, Inc., Carr & 
Lewis, Inc., Clare & Foster, Inc., 
Hargrace Company, Inc., Namron 


Advertising, Inc., and John Smith- 


Avenue, New York. 


Court Decision Keys 


Schenley Rum Drive 

A recent New York supreme 
court decision prohibiting use of the 
name Bacardi for cocktails not made 
with Bacardi rum will key Schen- 
ley Import Corporation’s fall cam- 
paign on this product. To supple- 
ment the current newspaper 
schedule five magazines have been 
| added to the list. 
The magazine schedule includes 
| Collier’s, Esquire, Life, The New 
| Yorker and Time. Insertions will 
|appear each month until January. 
|Lawrence C. Gumbinner is the 
j}agency with Milton Goodman in 
| charge of the account. 


Thirty Newspapers 
Get Book Copy 


| The Viking Press, New York, will | 


use 30 metropolitan newspapers in 
a campaign for “Fame Is the Spur,” 
new novel by Howard Spring, 
author of “My Son, My Son!” 

The campaign will break Nov. 15, 
publication date, and run for one 
month. Green-Brodie, Inc., New 
York, is the agency. 


Prince George to Best 
Prince George Hotel, New York, 


has appointed Frank Best & Co., | 
Inc., New York, to handle its ad- | 
vertising. Newspapers will be used. | 


98% free of “soap-dust” 
that causes sneezing 
There's up to a quarter pound of eo a 


sneore on washdey because the soap 
you use Gills the air with “soep-dest”? Wh 
be bothered with those lumps of soap dust 
in the wash-water? Switch to the New “Aot- 
Seeerse” Rinse — i's 98%, free of “mapdaw™ 
Rinse speat over $200,000 to get rid of “soap- 
dunt” « ct Macy package 
soaps ac y <o _ 
of irritating “soap-dust”! No wonder millioos 
we thailled by the New “Anti Socere™ Riaso! 


ep fromthe dishpan Easy on hands. woo 


New Rinso goes so much farther than the old IT'S LIKE GETTING FREE SOAP EVERY 5™ WASHDAY 


New copy appeal currently being used in newspapers and magazines by Rinso. 


Au Aunouncemeit ... that comes 


only Once in One Hundred Years 


PRAIRIE FARMER soon will 
have completed its first century of service to agriculture. 
To commemorate this event and to record the progress 
of agriculture in the past 100 years, we will publish 


PRAIRIE FARMER’S 


JANUARY 11, 1941 


The occasion demands something outstanding in farm paper 
journalism. This, Prairie Farmer is ably fitted to deliver. It is 
our purpose to present an historic document that will be care- 
fully preserved by subscribers and readers of all classes. 


Contents will be sectionalized under 12 main subjects, each 
with a special frontispiece and all bound together in a four-color 
cover—painted by William Welsh, noted Chicago artist and 
designer. 


This Centennial Number will be highly publicized in Prairie 
Farmer and dramatized over our own radio station WLS. It will 
be merchandised to dealers, wholesalers and distributors in 
Prairie Farmer Land. 


400,000 Copies ... 60,000 Additional Circulation 


. . . . . . 
Snorer Sr 

eral space in this historic number. 
ee C100 1942 Full details and special positions available, will be sent on request. 


BURRIDGE D. BUTLER 
Publisher 


1230 Washington Blvd. 


Chicago, Illinois 


Home of WLS—The Prairie Farmer Station 


| fect. 


Rinso Rushes to 
Aid of Sneezing 
Housewives 


New York, Sept. 12.—The chorus 
of sneezes which arises loud and 
clear over the washtubs of the na- 
tion every Monday morning may 
be considerably diminished if the 
new campaign by Lever Bros. Com- 
pany for Rinso has its desired ef- 
Reported to be the bane of 
the houeswife who uses powdered 
soap, the weekly attack of washtub 
hay fever will become a disease of 
a forgotten era for the lady who 
uses the new “anti-sneeze” Rinso, 
according to copy for the new cam- 
paign. 

The 


“anti-sneeze” appeal 


refining by which Lever’ Bros. 
claims the product is freed of 98 
per cent of the “soap-dust” that 


causes sneezing. Featuring an illus- 


for 
Rinso is based on a new method of 


On the schedule for the campaign 
are The American Weekly, Puck 


The Comic Weekly, This Week 
and newspapers in major cities 
throughout the country. The new 


claim for Rinso is also being pro- 
moted on two network radio pro- 
grams, “Uncle Jim’s Question Bee” 
jand “Big Sister.” Ruthrauff & Ryan 
|is the agency. 


'‘Strock Made Editor of 
“Heating & Ventilating” 


Clifford Strock, associate editor of 
| Heating &«Ventilating for the past 
12 years, has been made editor, suc- 
| ceeding C. H. B. Hotchkiss, who has 
| resigned to become vice-president 
_and director of Ameresco, Inc., ex- 
| port representative for heating, ven- 
tilating and air conditioning equip- 
ment. He will continue as a con- 
tributing editor. 

Joseph F. Kern, Jr., assistant edi- 
'tor, has been promoted to associate 
| editor. 


“Democrat” Begins 


tration of a woman in the act of Career in Memphis 


sneezing, copy puts the 


‘soap-dust’?” 
Lever Bros. 
000 to get 


has 
rid of ‘soap-dust’.” 


question: | 
“Why sneeze on washday because | Democrat*was published Sept. 4 
the soap you use fills the air with 
Copy also claims that 
“spent over $200,- 


The first issue of the ye 
t 
| is‘described as a “streamlined daily 
tabloid.” 

Joe Rosenfield, Jr., the publishe! 
has placed national advertising rep- 
resentation with DeLisser-Boyd, Inc 


Nef 


io-exclusive over ST. LOUIS KWK 


es we. 
ey Sys cw AS 
rs: i 
as : ‘ 
pa a 
ba 
ae . 
<A SS 
"is | r 
ial | 7 ue 
ee: ee rt ; 
| o oy y 
ae oa of’ - 
ies ‘ 3 4, a = 
ee y 74 " 
biinha ~ 
s a SCHOO ’ 
a “ 
: @ RON | 
i | e 25 A 
-¢ - | — —< — - 
; | | (o» ean" "ws SOAP 1S CRWING ) WHAT & RELIEF’ NO PAS was) (a "OOm AT Ay wat — 
*, seer" sone te Fe Bk et Oa 
e ne Vee ao rre sears i 
ie ( (“aie SNe? ee) | | (Fee ne naw ena caes coy | | (Gore annette) 
qe anso ; | \\uSt Getting CREE save Oe \(rorswean wav FEVER” 7 
=. = = KS | \ *3 
‘ ’ « ; 4 % r ? . - te y 
4 | ee aa \ \ we Ma A j ~h v-% G 
i PS, \. fey ae Ui y ~ ray 
oe w 7 =) ag | : ts ‘\ 
nee What 98% free of ET) ve , ad | J Be 
we “soap-dust™ means 2 “4 = (K) \ / ING 
7 te You! a. a . 
. __ He means 00 cloud of ) f| a ee See he N [} 
“4 Pay oy sla’ ks er , brighter weshes—bor richer vude, too! Tbe 
a nit? €~ Rinse goes so much farther than the old — 
“ay saaoved by thow messy es w lohe getting free wap every Sth washday! la tab 
ia eacatens B ng of toting Clade eoan em code ep 
. ty means longer lasiog ° shades aes then wil eid ante —" 
«+ 6) a Mein Pleesent, eosier dishwashing! Try New 
Prevent “wei Anti-Soeere” Rigso for » dish = 
sere : dey tay-tover” fee aon Nouce that hes fe Bae hoon ey 
»- ie ee ee eee TLE TET a 
‘ . rR 
7 - eee | 
ss _—_———O 
“ t sil ee 
eon 
4 # PF 
Re ee 
es 
aki - 
oe 
Ee lk 
F ? te get a ll : a -  » . wl ; a ne : ba Z 7 si 
Bee 5 / -. ia a. 
es f*. £ a ‘i 
cae - eas <i tie. a 
ee ws ‘a © o e a. : Hi 
oa ee va J an il aF 
: Be a al eed . 1 
es : &. Bi - + line : 
mi: ; ai . . \ . 
%. = al es eae - rn 
F — Ff ae x > » a > | 
“4 pr, ae Beet cna :. 
al x = pie ie = a e — > * 
‘i a Bee ee see tS oe , 7 - 4 ; e, 
i Rea nA es os MDG — 
a 7" ee — oe oe bs. ee “one > s ? ' “> 
7 b “e ed By 
’ —. a 7 
; , 7 - 
: 5 . a . = 
= onl eda . 1 . 
i fh ¥ - ae : x . 
5 5 a4 5 | —_ 
i actin es - — iow 
: | ay po a ————_—— pe i | | : ) ; : | ; 
Pe: . ; * ¢@ ) at : 
; es =the foremost feminine name St. Louis 
- 
: toa se F t = 
' rad 
i ee S- eee eee ee 
> a : : 
ELODIE IA AS TE TT EEL LE DEED LS LLC LE GALL SALE LLL EO LLL LL LDS SE, 4 
; a 
ao : a P a ; : j \ > . 
os te te kad: sual a wy 4 a: x ‘e % sy ay Ta ; , ¥ 2 . er s7 ao : - % fils Nai Sy ft A cra , : si, 5: J Fy) B ee e a A ae J ros 
ras EE Bist es : rE, as ene OARS | Teme Nak a ae ee iia RED AG a eat tg ee oe a Fight Sw. eli PSS ae ee eT Tg 
t ean #., " gal le i nM 4 i" Ss Pas , ey apa ig R oa gad i si eg mre Sa Santa. S an" vi earns fae z a, ‘ ON ae % re 3 
= “ : " f “ie i ‘ . on oe fe te a we ee dk eo Ae eh DS Sl fant Pee i ae a “_ i” Rte te 


eS 4 3 ‘ f = ee ie, oe % g, E iments +4 Xb ate eee Ay co eons 
7 He get a ‘scopes * ie 2 6 Ese lal ‘hath oe Gee + i call 


Core? 
Y 
to 
io’ 
S 
et 

Rodi 
% 


0 September 16, 1940 ADVERTISING AGE 11 


SEPTEMBER 5"™ WAS 


i 
- A 


sN 


aa EE 


bd 


ror THE PLUMBING, HEATING 
ano AIR CONDITIONING woustry 


__ 


- 


AY 
ae 334 M (Mobilization) DAY for the Plumbing, Heating and Air Conditioning Industry came when 
——— “Iv 32 representatives of the various rT branches met in Cleveland .. . formed a 
yaign plumbing and heating advisory committee ... pledged whole-hearted support and production facilities 
ick for the acceleration of National Defense . . . thus crystallizing preliminary efforts to bring about industry 
Week action on the defense program. The background for the plumbing and heating industry's keen sense 
cities of responsibility in this movement is found in the following, when .. . 
new 
pr 
pre = 
ge In July... 
yal ) 

Coincidental with the fall of France, DOMESTIC ENGINEERING 
. editors first reported results of extensive field surveys which 
itor of proved that bottlenecks of 1917 war efforts resulted from inade- 
e past ° ° 
Sie quate and poor housing ... and second, established utter de- 
Oo nas ° . *.* 
sident pendence of modern industry on best possible working conditions 
C., ex- . . * . “yr 
, ven- for employees and high living standards for their families. 
caatiion 
4 
nt edi- 
sociate 
, Kn eee 

At the beginning of the Battle of Britain, DOMESTIC ENGINEER- 

emphis ING editors gave, through specific examples, further impetus to the 
d dails development of a full consciousness of the relationship between 
“ng National Defense and standards of living which in turn are gauged 
Se vane 
yd, In by standards of plumbing and heating. 


September... 


Simultaneously with the virtual mobilization of 
this industry, DOMESTIC ENGINEERING reached 
an all-time high in focusing attention on the re- 
sponsibilities and opportunities facing each branch 
and member of the industry. 


America’s Ist Line of Defense 


Heating, Plumbing and Air Conditioning... 
Vital to American Industry! 


DOMESTIC ENGINEERING’S leadership will be fur- 
dn Octobhor e e « Aher demonstrated in this continuing program... a 

leadership which has carried through 51 years in every 
major development affecting the plumBing, heating and air conditioning industry ... a 
leadership which is reflected to the benefit of all those with advertising messages for this industry . . . a leadership whic: 
makes DOMESTIC ENGINEERING the best advertising buy in the plumbing, heating and air conditioning industry. Write to 
1900 Prairie Avenue, Chicago, Illinois. 
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What's Ahead for Industrial 
Advertising? 


The National Industrial Advertis- | 


ers Association, one of the livest 
and most aggressive organizations 
of advertising and marketing ex- 
ecutives in the country, is tackling 
a tough and urgent subject at its 
eighteenth annual conference’ in 
Detroit this week. Meeting under 
exceptional conditions, when the in- 
dustrial facilities of the country 
are being geared to the national de- 
fense program, the convention has 
adopted the significant theme, 


“Make America Strong,” and is re- | 


lating discussions of advertising 
activities to this challenging slogan. 
Industry is giving full cooperation 
to the national defense program, 
and as a result many plants are al- 
ready booked up for months to 
come. Those which are not directly 
employed in manufacturing ma- 
terials and equipment for military 
purposes are receiving orders from 
plants so engaged, and as a result 
the entire industrial machine has 
been speeded up to near capacity. 
The question of the place of sales, 
advertising, research and promotion 
under these conditions becomes an 
immediate and pressing problem. 
The NIAA has taken what we be- 
lieve is a sound and practical atti- 
tude toward the question of the 
function of advertising and market- 
ing under today’s conditions. Re- 


viewing the experience of many 
manufacturers who participated in 
America’s successful rearmament 


drive during the world war, the as- | 


sociation is preparing to present 
case studies to show that those who 
lost touch 
normal markets, and who for two 
or three years failed to maintain 
contacts with customers and pros- 
pects, found their position in the 
post-war period one of extreme dif- 
ficulty. Some of those who lost 
their former acceptance were never 
able fully to regain it. 

The technique of the advertiser 


| who cannot make immediate deliv- 


eries or accept orders at present 
must be developed along sound and 
intelligent lines. Industry still has 
a message for buyers under those 
conditions. 


completely with their! 


BATTLE BREWS OVER ARTISTIC FOAM 


-) 
fo 
P Collier's. 
"You said | could put the head on it!" 
Ad-libbi 
-li ing 
The Happiness Club weather.” | 
As if the war wasn’t enough, this Fortunately, rol “ee jater 

‘column has been reading the ads in |ears a commercial for orton's 
salt and visits her grocer. The lat- 


| women’s magazines again with the 


‘usual deleterious effects. 


The dire 


| warnings, the tragedies, the forgot- 
ten women and the dread ailments 


lare still with us. 


While the ads 
naturally end up with everybody 


|happy after the purchase of product 


XYZ, it makes even a jaded reader 


|shudder to think of the people who 


The message may vary | 


with the company and the product, | 


but there is a story of service, of in- 
formation regarding successful use 


of products now installed, and of | 


the reasons back of the present in- 
ability of a company to supply its 
market. 

Manufacturers of general 
sumer goods may not have the urg- 
ent problems of those directly 
involved in the defense program, 
but they too can profit from the ex- 
perience of the makers of industrial 
goods. 


How Scientific is Advertising? 


Advertising men have long de- 
bated whether advertising should 
be regarded as a science or an art. 
Most successful practitioners un- 
doubtedly consider it a combination 
of both, using tested principles 
upon which they build their own 
individual creations. Too often, 
however, intuition is relied upon to 
furnish a sound structure which 
might better be supported by 
known, proven and therefore scien- 
tific basic principles. 

These comments are suggested by 
a series of articles now running in 
Industrial Marketing under the gen- 
eral title, “A Scientific Approach to 
Industrial Advertising.” Written by 
W. D. Murphy, advertising mana- 
ger of the Sloan Valve Company, 
and one of the most brilliant think- 
ers in the advertising field, the arti- 
cles undertake to isolate and define 
the principles which have been es- 
tablished beyond question the 
of successful advertising, so 
that the area of the unknown may 
thus be limited by what is definitely 
known and demonstrably done. 

Some of the leaders in the 


as 
basis 


in- 


dustrial advertising field do not 
agree with Mr. Murphy that such a 
scientific approach is possible or de- 
sirable. They feel that changing 
conditions demand new methods, 
and that ideas which may be sound 
for one set of circumstances will 
fail to work when those circum- 
stances have been radically changed. 
And they point to the fact that the 
study of psychology, the of 
advertising, is not as yet sufficiently 
developed to provide a_ scientific 
measure of the workings of the hu- 
man mind. 


basis 


All advertisers are confronted 
constantly with this problem. Ne 
matter what you are selling, the 


question of how to ring the bell of 
interest and response is constantly 
demanding an answer. It should be 
remembered, however, that origin- 
ality is not hampered by a full un- 
derstanding of principles, and that 
so-called intuition is made up of 
one part inspiration and _ two 
parts experience. Scientific meth- 
ods merely reduce experience to 
exact terms and make it more gen- 
erally available. 


= gpl ed FP 


|“Bridge-Player’s Bulge,” 
con- | 


(Note to 
There are 


don’t read the magazines. 
the circulation depts.: 
some, aren't there?) 
First to catch our eye this week 
was a picture of a happy foursome 
at the bridge table. The player with 
her back toward us did seem a little 
on the hefty side but it wasn’t until 
we read the headline that we dis- 
covered the awful truth. She had 
and if you 
can’t guess what that is we will say 


|simply that it is an awful affliction. 


Reading the copy further, we dis- 
covered that a Spencer corset fixed 
everything up nicely. Didn’t say 
how the bridge game came out, 
however. 

More familiar was the Talon ad- 
vertisement in re “Gap-Osis,” or 
lady your slip shows. This piece 
was headed, “Lady, lady! A man 
loves neatness.”’ The gimlet eyes of 
the man in question were of course 
riveted upon the horrible sight of 


the gap in the lady’s dress. We 
quibble, however, about the man 
loving neatness so darned much 
when the illustration showed him 


sprawled backwards on a chair, his 
feet in a most ungainly posture, and 
his hat and gloves tossed carelessly 
on the coffee table. Lifting a leaf 
from Emily Post, we would say 
that a man, “loving neatness,”’ would 
sit primly in a chair, hat and gloves 
in lap and feet uncrossed while 
waiting for a lady to put on her 
hat. And we mean it even if the 
lady did have “Gap-OQOsis.” 

Two snappy domestic quarrels 
also. brightened the advertising 
pages of the magazine (name on ap- 
plication) which we surveyed. Both 
were strips, with the first starting 
at dinner when husband raises hell 
because the salt doesn’t pour. We 
quote: Husband, “With all the 
money you spend you ought to be 
able to buy the best of everything.” 
This reasoning can be taken apart 
and put together again by better 
logicians than us. Anyway, the wife 
replies, “Don't be unreasonable, 
Bob. You know very well it’s rainy 


ter, so help us, has a magnifying | 
glass to enable his customers to in- | 


spect salt. The next night all is 
well with husband and wife. It’s 
still raining, but who cares. The 
salt is streaming out of salt cellar 
like nobody's business. 

The other cheery piece is titled, 
“The worst fight I ever had with 
my wife.” It’s father’s story and 
here is what he says, “My wife came 
from a rich family. I came from a 
poor one. And we got along swell 

. that is, until the baby came. 
Then Peggy's ritzy upbringing 
started to tell. She spoiled the 
baby from morning till night. You 
never saw as many special gadgets 
as she bought for that child. Finally 
one day I blew up and we had it 
out. 

**Look here,’ I said to Peggy, ‘I’m 
fed up on this namby-pamby stuff. 
I don’t want my boy to grow up to 
be a You’re going too far 
with all this special powder, spe- 
cial food, special this, special that, 
and above all (here we come, folks), 
that special laxative’.” 

Whereupon Peggy wipes away 
her tears and lets him have it re- 
garding Fletcher's Castoria. A long 
lecture regarding Junior’s alimen- 
tary canal strangely enough soothes 
daddy’s wrath and the strip fades 
out with the happy family at the 
crib. Copy doesn’t say so, but we 
secretly suspect that the old man, 
not Junior, got the dose of Castoria. 


sissy. 
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Jottings ... 

The millenium in cellophane is 
approaching. Cupples Hesse En- 
velope & Lithographing Company, 
St. Louis, has just completed a 
nation-wide mailing in which the 
envelope was made of cellophane. It 


was printed in two colors, with a | 


space left clear for the address, 
while the balance was transparent 
enough to give a good hint as to the 
product advertised inside ... Pa- 
triotism in Omaha: The World- 
Herald did a splendid job with the 
now famous “Ballad for Ameri- 
cans” in devoting its entire roto- 
gravure section to pictures drama- 
\izing the song. The words to the 
song served as captions for the pic- 
tures .. . Olympia Brewing Com- 
pany, Olympia, Wash., has printed 
a slogan for prevention of forest 
fires on its beer boxes. 


Information 
for 
Advertisers 


The following documents may | 
secured without charge from com- 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nation; 
advertiser, or advertising agen 
executive writing on his busines 
| letterhead. 


No. 1710. Industrial Genius in A, 


tion. 
Kimberly-Clark Corporation ha 
‘issued this institutional brochur 
|which is not only the story « 


paper-making, but also a record o: 
progress since the company’s found 
ing in 1872. The effect of this in 
dustry on the lives and jobs of in 
|dividuals and on other industries | 
| brought out. 


No. 1711. Style Story. 
This is No. 35 in the series « 
|Reader-Editor reports issued b 


Woman’s Home Companion. !' 
;covers the wardrobe planning ex 
|periences of the subscribers wh 
function in an advisory capacity i 
relation to shoes, dressmaking and 
| foundation garments. 

No. 1712. Once in a Hundred Year: 


Prairie Farmer outlines, in thi 
|brochure, plans for its centennia! 
jnumber, which will appear nex! 
|January. The issue will be sec 
tionalized under 12 main subjects, 
| the brochure says, and will record 
a century of progress in agricultur: 
| Production plans, circulation bonus, 
, closing date and other details are 
given. 

No. 1676. The Great Pacific Coast 
Market. 

This folder,: issued by the Salt 
Lake Tribune-Telegram, discusses 
the Sunday Salt Lake Tribune's 
coverage » of: its market area and 
shows by means of figures and maps 
how the Tribune’s circulation com- 
pletes the Pacific Coast picture. 


No. 168%...Cosmopolitan’s Call to 
the Colors. 
The power of color is put across 
in an interesting way by Cosmopoli- 
tan in its new color wheel for the 
gadget>nginded. A wheel that turns 
on a pivot between the covers shows 
the difference color makes in prod- 
ucts, packages and symbols, while 
the reverse side contains Cosmopoli- 
tan’s “colorate” chart. 


No. 1693. Service Department 
Scrapbook.. 
In this illustrated booklet, the 
boys from Syracuse show how 
Radio Stations WSYR does a mer- 
chandising job for the advertisers 
who use WS¥R facilities in accom- 
plishing their marketing objectiy~s 
Window displays, dealer helps, pv »- 
licity, program advertising 
other aids are described in,deta 


No. 1694. 
Readers. 
When the Marketing Research 
Department of Fawcett Publications 
wanted “the lowdown on -its men 
readers, it went, appropria‘ely 
enough, to The Wm. J.-Byrns [n- 
ternational’ Detective Agency. [he 
results of the investigation ‘are ‘»b- 
ulated here, and cover inform: ‘ion 
on ownership of homes.and ; 
mobiles, magazine readership, | °>- 
bies, buying habits and s@ on 


a. 


Fawcett Men’s. Group 


No. 1687. A Farm & Ranch S\udy 

In this booklet Fat{~ & Runch 
dissects advertising and sellirg 2 
the Southwest market in tow of 
less than 20,000 under the eng 2!8 
title of “The Traveling Sal«-man 
and the Farmer’s Daughter ! 
points up to the importance o! 
advertising and Farm & Rar 


No. 1677. WTAG Data. 


Radio Station WTAG, Wo! 
Mass., has issued this file f 
material about its coverage, s* 
and audience acceptance. 
data on population, income 
penditures are included. 


Market 
and ex- 
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CORSETS | 


Bright and early every morning . . . seven mornings a week . . . you'll find me on the job 
as floorwalker-at-large for Los Angeles retail stores. Each day more than 227,000 
families (400,000 on Sundays) consult me for buying advice. Take the Women’s Depart- 
ment for example: 57% of the women’s wear advertising of Los Angeles stores is placed 
through my columns... three other Los Angeles papers dividing up the balance. So you 
see how Los Angeles ladies depend on me to help them select their wearables. 


——— 
= = — : 


EN'S FURNISHINGS me 


io) 
Men, likewise, count on me for advice ||) <7 
on matters sartorial. Three leading | is 
Los Angeles men’s stores recently 
conducted independent surveys to | 
learn what newspapers their cus- | | 


A 


tomers were reading. Result: ineach | 
case more than two-thirds read the | 
Sunday Times; better than half, the || 


Daily Times. F 
Sa’ 
—s 
al 
4 a National advertisers looking for an aggressive representative in the 
‘ 


rich Southern California market have plenty of retail signposts to 
guide them. They'll find, also, that there is more to Times circula- 
tion (largest morning circulation on the coast) than volume. A call 
to a Times representative, or a letter to the Times National Ad- 


vertising Department will bring all the facts. 


And when it comes to family purchases . . . WH | 


listen to this: a local furniture store (one 
of the largest in the nation) questioned 
all Los Angeles families who built new 
homes during 1939 as to their newspaper 
Preferences. Over 55% said ‘’Sunday 
Times” . . . nearly 40% said “Daily Times.” NEW Y 


ANGELES TIMES 


ED BY WILLIAMS. 
AGO. 


LAWRENCE AND CRESMER 
DETROIT SAN FRANCISCO 
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Detroit Puzzles 
Over Examples of 
Poor Spelling 


Detroit, Sept. 11.—Michigan citi- 
zens heaved a sigh of relief today 
and resumed the peaceful existence 
that was shattered a week ago 
when a sudden mystery popped up 
to become the major topic of con- 
versation in automobile circles. 

The denouement appeared in the 
form of 24-sheet posters in 200 
prominent locations in the Detroit 
and Lansing areas. In these same 
locations last week there suddenly 
came into being a series of strange 
queries. “What are Plymouth 
Bluyers saying?’ was the question 
that leered down on_ passersby. 
“What are Bluick Bluyers saying?” 
greeted other pedestrians. “What 
are Sludebaker Bluyers saying?” 
demanded still other posters. And 
so on, through 17 different makes 
of cars. In each case the make of 
the car was similarly mauled. 

The switchboards of outdoor ad- 
vertising companies were snowed 
under with calls. Automobile man- 
ufacturers were likewise inundated. 
But nobody seemed to know the 
answer. 


It’s That Chinaman 
Today it appeared. A 


ered old Chinaman unraveled the 
puzzle. “Plymouth  bluyers = say 
.’—“Plymouth buyers of 1940 


say they pay more attention to auto 
advertising in the Post than in any 
other magazine.” The Saturday 
Evening Post was the sponsor of the 
teasers that set tongues wagging. 
To make the solution official the 
magazine today introduced the 
Oriental wizard in person—not a 
motion picture—at a luncheon 
tendered automobile executives at 
the Detroit Athletic Club. Batten, 
Barton, Durstine & Osborn pre- 


bewhisk- | 


HOW GENERAL MILLS TELLS EMPLOYES OF ITS ACTIVITIES 


— 


N. Y. Industrial 


to 


Stockholders started us off with 
money, materials and tools amounting 


follows: 


$52,863,110 


. and that amount was divided as 
about $22,600,000 in land, 
buildings and equipment; about $13,- 
000,000 in cash, and about $16,000,000 
in grain and other supplies on hand. 


Admen Adopt New 
Name for Group 


| New York, Sept. 10.—The Tec}h- 
nical Publicity Association, the old- 
est industrial advertising group in 
the country, voted at its first fal) 
meeting here last night to discard its 
outmoded name in favor of the In- 
dustrial Advertising Association of 
New York. 


RECEIVING 


L2P— 


Even that was not enough to pay the 
farmers promptly at harvest time. So 
we used our credit, borrowed addi- 
tional money from the banks, but 


paid it all back. At the end of the 
year we owed nothing. 


| The change was voted by a ma- 


With the tools, materials and money 
the stockholders gave us, the money 
we borrowed, and our combined ef- 
forts, we rendered services and sold 
products for which we got 


$125,628,927 


At the end of the busy year, we found 
the expense of manufacturing and sel!- 
ing and running the busiAess, includ- 
ing taxes, was 


% \25, 628, 927 
9,987, 653 


jority of about ten to one but wa: 
made only after years of discussio: 
The new name will become officia! 
upon completion of legal formali 


That gave us a profit of 


$119,989,653 


Then it was easy for us to figure the 
difference between what we took in 
and what it cost to run the business. 


$5,639,274 


ties. Both the old and the ne, 
;/name will be used together as long 


as is necessary to establish th 
Out of this profit we paid the stock- | identity of the group. 
holders dividends at the rate of $5.75 TPA was founded in 1905 and 


for each share of preferred stock, and 
$4.00 for each share of common stock. 


has been the New York chapter of 
This amounted to 
$3,301,147 


the National Industrial Advertise: 
Association since the national group 


That still left some profit, so in order 
to give us more and better tools, the 
stockholders put the remaining profit 
back into the b s. This d 


$2,314,367 


in order to redeem a smal! portion of 
the 6% preferred stock which was not 
exchanged for the new 5% preferred, 
to we paid a premium of 


= 


Tyoical of the manner in which enlightened management is now telling its story to employes in simple, understandable 
terms is this illustrated story of “Our Year's Work" which appears in the current issue of General Mills’ employe house 


$23,760 


———————— 


organ 


.. 80 as we started this year we had 
from our stockholders a total of 


$55,019,077 


— 


was organized in 1922. Charles A 
McDonough, president of NIAA this 
year, is a member of TPA. He was 
present at last night’s meeting and 
|spoke in favor of the change. 

S. T. Henry, assistant to th: 
president, McGraw-Hill Publishing 
Company, gave the group an off- 
the-record analysis of the nationa! 
defense program as it affects indus 
| try. 


- which was divided as follows: 
about $24,370,000 in land, buildings 
and equipment, about $23,800,000 in 
grain and other supplies and about 
$3,650,000 was in cash 


| Thompson Editor 
of “Citrograph” 


D. J. Thompson, associate edito: 
of the California Citrograph, Los 


pared the copy, it was disclosed. John Garlent Promoted 


Walker & Co. and Outdoor Adver- 
tising, Inc., were the co-conspirators 
sworn to secrecy during the sizzling 
week of conjecture. 


Wheelock Expands 


Ward Wheelock Company, which 
recently took over the entire 27th 
floor at 444 Madison avenue, New 
York, has added one-half of the 
26th floor. 


John E. 


Mich., has been appointed 
tive vice-president. 


Owens with Alfa Display 

E. J. Owens has joined the Alfa 
Display Company, New York, rep- 
resenting the company in the upper 
New York state district. 


Clapp Joins MBS 
Garlent, vice-president | 
in charge of manufacturing of the | Station WENY, Elmira, N. Y., has 
Motor Wheel Corporation, Lansing, | joined the program staff of the Mu- 
execu- | tual Broadcasting System. 


Angeles, has been appointed edito: 
following the retirement of Edward 
A. Street. 

The Citrograph will celebrate its 
| 25th year of publication with its Oc- 
tober issue. 


George R. Clapp, formerly with 


He will 
act as night assistant to Adolph Op- ae 
fingers, program service manager Opens Atlanta Office 
Champion Paper and Fibre Com- 
pany, Hamilton, O., has opened a 
sales office at 1406 First National 
Bank bldg., Atlanta, with W. D. Gil- 
lespie and W. B. Huger in charge. 


Appoints DeLisser-Boyd 
DeLisser-Boyd, Inc., New York, 

has been appointed representative 

of the Times, Johnson City, Tenn. 


a F 
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OMT friends for WOCO advertisers 


AKE them behind the scenes, bring them face to face 


with the stars, show them how 


a lot to strengthen listener loyalty. 


This conviction prompted the plan for WCCO’'s exhibit 
at the 1940 Minnesota State Fair. Radio turn-tables, studio 
equipment, twenty-two manual sound effects were dis- 


played — along with pictures of the WCCO-CBS radio 


favorites. And it pulled! 


For ten days radio fans streamed through at the rate of 
1,800 an hour between 8:00 in the morning and 10:00 
at night. Between August 24th and September 2nd, over 
100,000 of them saw pictures of their favorite stars, heard 
transcriptions of WCCO programs, and handled the 


sound effects they hear on the air. 


The State Fair is one of many places where WCCO has 
“over-the-back-fence” chats with its listeners. It covers 
celebrations, conventions, festivals and all kinds of spe- 


cial events all over the Northwest, all year around. This 


radio works. That does 


constant participation in the affairs and lives of North- 


westerners is further insurance to WCCO advertisers that 


they're getting the bulk of the Twin City-Northwest radio 


audience—and a mighty interested one. 


sie KRILOCYCLES 


30,000 


WATTS WHERE IT COUNTS THE MOST + MINNEAPOLIS-ST.PAUL 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales 


New York + Chicago + Detroit + St. Louis + Charlotte, N.C. + San Francisco + Los Ange'!® 
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HE great name of Hamilton means tops in 
watches to the consumers of America——and it 


means even more to the thousands of leading 


jewelers all over the country who feature Ham- 
ilton in their stocks, their displays and their 
advertising. 

Why? 

Because Hamilton wateh quality and Hamilton 
trade policies are continuously sold and resold to 
jewelers with powerful trade promotion through 
the business papers of the industry. 


As Robert Waddell. director of advertising. 
phrases it, “Regardless of the efficient use of sam- 
ple cases by our salesmen and our wholesalers 
salesmen, and the use of direct mail by our com- 
pany and our wholesalers, trade paper promotion 
is an important imponderable that reaches the 
entire trade completely and simultaneously. 


“It produces word-of-mouth trade talk in one 
broadcasting operation that cements all of the 


REMEMBER ALWAYS. TRADE PAPER ADVERTISING PAYS! 


AMERICAN LUMBERMAN 
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campaign to, our 


collective and scattered individual activities of our 


own and our wholesalers’ sales. advertising and 
promotion organizations. 


“It is the heavy artillery supporting a sales blitz- 
krieg of expert riflemen. It is a propaganda cam- 
paign that maintains morale through sitzkrieg 
periods.” 


How well are you using this heavy artillery to 
support your salesmen and the sales organizations 
of your distributors? Are you using the “tested 
ingredients” which have made Hamilton trade 
advertising so effective?) Check them against 
your own trade paper requirements. 


There are dozens of important funetions which 
good trade advertising can perform for you. There 
is one simple, effective, easy way to build the 
trade support that is the foundation of good con- 
sumer selling trade publication advertising. Its 
a lot more important to vou and your dealers 
than its low cost suggests! 


DRY GOODS JOURNAL 


431 S. Dearborn St., Chicago, Ill. 1912 Grand Ave., Des Moines, lowa 


BOOT AND SHOE RECORDER 


ELECTRICAL DEALER 


100 E. 42nd St., New York, N. Y. 360 N. Michigan Ave., Chicago, Ill. 


UL BUILDING SUPPLY NEWS 


ELECTRICAL MERCHANDISING 


59 E. Van Buren St., Chicago, Ill. 330 W. 42nd St., New York, N. Y. 
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of ou our annual 


ROBERT WADDELL 


Director of Advertising, Hamilton Watch Company 


lo know Mr. Waddell’s wide and varied experience. 
is to know the reasons for his outstanding success as 
an advertising executive. Mr. Waddell knows not only 
advertising and merchandising; he knows people. 

His experience ranges from office boy for an oil com 
pany to his present position as director of advertising 
for the Hamilton Watch Company. Ut includes working 
on a night shift running a steam hammer, moulding 
ind pouring iron in a hollowware and enameling mill, 
cartooning and reporting for newspapers, editing a well 
known trade journal, World War service in the 27th 
Division, managing a delivery service and an ice cream 
factory, and three years as publicity secretary of the 
Lancaster Chamber of Commerce. 

It was in 1927 that Mr. Waddell relinquished the 
latter position to become assistant advertising manager 
of the Hamilton Watch Company, and, in 19290 
director of advertising 

\ member of the American Legion, Mr. Waddell 
worked up through the “chairs” and became district 
commander of Lancaster county in 1931-32. He served 
tho as president of the Lancaster Welfare Federation 
in 1936, which raised $250,000 for the eighteen agencies 
of the Federation 

Mr. Waddell is also a member of the Lancaster 
Chamber of Commerce, which he served as a director in 
1936-75: the Hamilton Club: and Meadia Heights Golf 
Club 


HOUSE FURNISHING REVIEW 
1170 Broadway, New York, N. Y. 


NATIONAL FURNITURE REVIEW 
666 Lake Shore Drive, Chicago, ll. 


SUPER MARKET MERCHANDISING 
45 W. 45th St., New York, N. Y. 


ES 1 To STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING | 
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work for other accessories handled | island and dealers are instructed to 
by the station accounts for the en-|refer to the weather and the sug- 
thusiastic reception accorded the | gestion on the card while filling the 
plan, Mr. Dingee said. 'customer’s gas tank. 

The Exide Pump Primer consists| The Exide Battery Extractor is so 
of a frame which is easily attached |,,med because it has won the 
jto the top of the standard Exide | driver's permission to test his bat- 
“rental-recharge” sidewalk sign. I tery in a large number of test cases. 


Stress Hazards 
f Wi »  « 

Of Winter Driving sin wi'mrc e 

achieve this goal single-handed. 


Battery Extractor, Pump P!2y ee The Extractor consists of a dial 


a conspic s place arby. A} 
ieee te Spur Siesdins ing a conspicuous place nearby ‘with four graduated arcs and a 
Sales 


Exide Gadgets 


series of 15 forecast cards, covering | : ‘ 
every conceivable combination of | movable pointer, the latter being 
weather predictions, is supplied as | Set at the day’s lowest temperature 
. . 1a ‘part of the Exide Pump Primer. |®5 predicted on the Pump Primer. 
Philadelphia, Sept. 12.—Since These cards are printed on heavy The readings show the average ef- 
everybody talks about the weather, weatherproof cardboard. Since ficiency of a battery at that tem- 
the Philadelphia Electric Storage | they are black with lettering simu- perature when fully charged, in- 
Battery Company will make that lating hand-written text in white, cluding the starting requirement 
popular subject work for it in its|they resemble chalk writing on a and the inadequate amount of 
fall and winter campaign for Exide | pjackboard. power provided by a _ partially- 
batteries, A. N. Dingee, advertising charged battery. Thus the motorist 
manager, said today. The imple- Cold Weather Needs receives a graphic demonstration of 
ments with which service stations| A typical card reads, “Snow— |how efficiency of a fully-charged 
will endeavor to cash the advertis- | check chains, wiper blades, battery.” | battery declines with the thermom- 
ing of Exide will be the Exide Pump | Another warns, “Fair and colder— jeter, while the requirement for 
Primer and the Exide Battery Ex-|check battery, oil, anti-freeze.” The |starting the motor increases in in- 
tractor. The fact that Exide will| Pump Primer is located at the gas|verse ratio. The Extractor thus 


proves automatically that a hydro- 
meter reading of 1.225, which might 
be reasonably satisfactory in warm 
weather, represents a danger signal 
in winter, and that the owner of the 
car may expect to encounter start- 


ing failure unless he remedies the | 


situation. 

The Weather kit and Extractor 
‘are valued at $4.22, but are given 
free to dealers placing orders for a 
‘reasonable stock. They are also 
being offered as one of a number of 
other inducements to non-Exide 


|dealers to become franchise hold- | 


| ers. 


| The weather idea will be pro- 


| 


| 
| 
| 


‘moted in Collier’s, Life and The. 


|Saturday Evening Post. Geare- 
| Marston, Inc., is the agency. 


Krueger Buys Northern 


| The W. A. Krueger Company, 
|operating in Milwaukee as Mail-Ad, 
|has purchased the Northern Litho- 
|graphing Company, Chicago, 


and | 


'moved the plant to Milwaukee. A | 


\sales force will be maintained in 
Chicago. 


interested 


it was six o'clock of a May eve- 
ning more than thirty years ago. 
‘Two Chicago agency executives 
were just getting ready to call it a 
day when a girl entered with a note. 
She handed it to the senior membei 
of the firm who read it, smiled, and 
handed it to the other. 

“You've been trying for several 
years to find out what advertising 
is,” he said. “Maybe this man has 
the answer. You see him.” 

The note read as follows: 


know, tell this messenger that 
I should come up. I'm waiting 
in the lobby downstairs.” 


tion. Not on 


Let Albert D. Lasker tell the rest 
ol the story as he told it in a speech 
on “Fundamentals of Advertising” 
before the Advertising Federation 
of America back in 1935. 

“It was six o'clock when I asked 
the messenger to 
tell the writer of 
Sthe note to come 
a up. | left the build- 
ing at three o'clock 
the next morning. 
I sat continuously 


“You do not know what ad- 
vertising is. No one in the 
advertising business knows 
what advertising ts. No adver- 
liser knows for certain what 
advertising is. If you want to 


print.” 


to make 


vertising — w 

“The man’s name was John FE. 
Kennedy. He was the father of the 
modern concept of advertising copy. 
And from that precious seed has 
sprung the industry we know today. 

“What was it that Kennedy told 
me that night? It is simple. I can tell 
it to vou in five words. He told me: 
‘Advertising is salesmanship in 


with him throughout that time. 
And when I went home I knew 
what advertising was. 

“The caller told me that for 
several years previous he had 
been in the Canadian Northwest 
Mounted Police. For reasons un- 
fathomable to me, he had become 


in advertising. 


“Vivid in my mind are his tales 
of long, lonesome days and nights 
in the snowy emptiness of North 
ern Canada. Meditative days and 

nights spent in academic concentra 


the externals of advei 
tising copy. Not on 
the by-products ol 
advertising. But in 
deep, s« holarly con 
templation to iso 
late a fundamental 
concept of true ad- 
hich is copy. 


He tells much more about how 


advertising pay in 


his booklet, “Intensive Adver- 
tising” — yours for the asking. 


a: oO 1 
ev oe «6st, \ chi 
og a Mit 
“ pavertSNe ype janship | 
Sue S ~<a 0 copy of 
~. intense Kennedy “Sales yvertisitts john I 
“ah py’? Goo 
Name 


Position 
Company 


Street 


THE ASSOCIATED BUSINESS PAPERS 263 lexington Ave. ¥.0., CAledonia 5.4755 


) 
header tntevest tn tov of far corcaulation ABC) 


City 


The Associated Business Papers 

Room 2454 369 Lexington Avenue 

New York City 

Please send me, without obligation, a 
“Intensive 

Kennedy. 


and State 


Advertising” by 


GOOD TRAINING 


ee ee ee 


West Point of the Air 
Is Now Ready for 12,500 
More Flying Cadets 


2a | .S 


al 


$75 per Month 


*wresFrf$#steé# 


Poy while 
Training. 
A Commission 
upon 
Grefivation- 


* 


Ox: of the greatest opportunities ever offered =, 
to young Americans is now open. The expansion of the 
Army Air Corps makes it possible for qualified young 
men to receive thorough flying instruction at Govern. * 
ment expense: $75 per month pay while training—a , 
Second Lieutenant's Commission in the U. S. Army Air 
Reserve with active duty pay and allowances ranging from 
$205.50 to $245.50 per month upon graduation. * 

With avianon expanding rapidly all over the world = + 
—this training equips a young man fot a glorious career— 
well paid and rich in opportuntty for advancement. Basic 
requirements are; excellent physical condition; anmarried; 
ages 20 to 27; two years of college, or a written examina. 
tion covering equivalent work. 


The opportunity is limited and qualified young men 
are showing great interest. Apply at once for training es 
a U. S. Army Flying Cadet. This is the chance of « 


lifetime! Visit or write: 


. 
. 
, 
. 
* 
U.$. ARMY RECRUITING SERVICE ~ 
POST OFFICE BUILDING, SPRINGFIELD, mass. * 

* 

* 

* 


or 
Commanding General, Firat Corps Aree, Boston, Mase, 
or your local Junior Chamber of Commerce 


eee eree reek te eee eae EE 


Initial insertion of the U. S. Army in 

newspapers throughout the country, be 

ginning the Army's paid campaign fo; 

volunteers. N. W. Ayer & Son is the 
agency. 


U.S. Customs to 
Provide Theme 
for Green River 


New York, Sept. 12. — Such 
American institutions as the World 
Series, the November elections, 
Thanksgiving and Christmas will! 
supply the motif for fall magazine 
advertising of Green River whisky 
by Oldetyme Distillers Corpora- 
tion, it was learned here this week 

Newspaper copy will continu 


, the current theme, “nine out of ten 


agree,” illustrated with cartoons, 
but the “American institutions’ 
idea will also be worked in, accord- 
ing to K. H. Seidel, advertising 
manager. 

The campaign will also embrace 
foreign language newspapers, busi 
ness papers and outdoor painted 
bulletins. Green River will also b: 
promoted via car cards in trolleys 
subways and busses for the first 
time. 

The magazine schedule calls for 13 
insertions during the final three 
months of the year. The list in- 
cludes Collier's, Esquire, Libert 
and Life. Peck Advertising Agenc) 
handles the account. 


| Hines Joins Smith 

| Major Paul Hines has joined C 
Brewer Smith Company, Boston 
|agency, as account executive. 
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Penton, Business 
Publisher, Is 
Dead on Coast 


Cleveland, Sept. 9.—John A. Pen- | 


ton, chairman of the Penton Pub- 
lishing Company, and a pioneer in 
the business paper field, which he 
helped to elevate to its present 
stature by the force of his example 
and dynamic personality, died in 
Santa Barbara, Cal., last night. 
Though Mr. Penton retired from 
active business in 1924 to spend his 
declining days in the land of sun- 
shine, he occasionally emerged to 
turn up in the thickest of the fray 
despite his advanced age. He was 
78 years old. 

Like many other publishers of 
his era, Mr. Penton graduated from 
the ranks of the field which he 
served. Born in Canada, he learned 
the trades of machinist and iron 
molder and worked at both in his 
native country and in the United 
States. In 1883 he moved to De- 
troit, where he became one of the 
most ardent advocates of the cause 
of collective bargaining as president 
of the Brotherhood of Machinery 


Molders. He gained his first ac- 
quaintance with the _ publishing 
business during this period as 


founder of Machinery Molders’ | 


Journal. 


Birth of Business 


His contacts with employers im- | 


pressed upon him the need for a 
paper to disseminate accurate tech- 
nical information, and he forsook 


the labor cause to launch The Foun- | 


dry, the first issue of which 
peared in September, 1892. 


ap- 
Mr. 


Penton served as publisher, editor, | 
advertising manager and the entire | 


staff. 
Exponent of highest efficiency in 


improvement of shop operation, Mr. | 


Penton crusaded for a technical as- 
sociation which would originate, as 

ell as serve as a clearing house for, 
modern ideas. Thus, more than any 
other man he was responsible for 
formation, first, of the National 
Foundrymen’s Association, and, la- 
ter, of the National Metal Trades 
Association. He was the first secre- 
tary of both. 

His publishing interests expanded 
as his contributions to the industry 


became general knowledge. In 1901, | 
he moved The Foundry from Detroit | 
affiliating with the | 


to Cleveland, 
Iron Trade Review Publishing Com- 
pany, owner of Iron Trade Review, 


to form the Iron & Steel Press Com- | 
In 1904, he acquired control | 


pany. 
by purchase and gave his own name 
to the organization. He served as 
president for a score of years, dur- 
ing which almost constant expan- 
sion was effected. 

Shortly after gaining the major 
interest, Mr. Penton bought Marine 
Review Publishing Company. In 
1905, he established Power Boat- 
ing, which covered interests of both 


Our big free 684-page Premium 
Catalog is worth its weight in 


gold if you are in need of 
premiums. A few words indi- 
cating your problems, addressed 
to department AA on _ your 
business letterhead, will place 
this book, the Hagn Merchan- 
liser, in your hands within a 
lew days. 


operators and owners. In 1909, he 
made the then sensational innova- 
jtion of founding a daily paper to 
|cover the news of the iron, steel 
and metal working industries of the 
United States and Canada. This 
was Daily Metal Trade, one of the 
hardiest of the large family of Pen- 
ton papers. Abrasive Industry was 
added to the list in 1920. 

Other publications embraced in 
recent years were Machine Design 
and New Equipment Digest. In the 
meanwhile, Mr. Penton changed the 
name of Iron Trade Review to the 
more modern and succinct Steel. 

Through the years, Mr. Penton 
continued to satisfy his penchant 
for organizing various branches of 


ering. Thus he became one of the 


the industries his papers were cov- | 


| 


fathers of a long list of associations, 
including the American Malleable 
Castings Association, of which he) 
was the first secretary; the Mer- 
chant Marine League, and the 
American Pig Iron Association. He 
was a member of the American Iron | 
and Steel Institute from its incep- 
tion. 


Mr. Penton became a_ national 
figure, President Harding naming 
him to the National Employment 


Conference held in Washington in 
1921. Prior to that the French gov- 
ernment decorated him for World 
War services. He became a patron | 
of the arts and made numerous | 
awards through the Cleveland Mu- 
seum of Art. 

Mr. Penton resumed active busi- | 


returned to the directing helm long 
enough to institute several execu- 
tive shifts in the company. 


S. J. GARAHAN 

Schenectady, N. Y., Sept. 9.— 
Stephen Joseph Garahan, manager 
of sales for the wire and cable sec- 
tion of General Electric’s central 
station department, died at Schen- 
ectady’s Ellis Hospital, Sept. 5. He 
was 53. Mr. Garahan entered the 
service of the General Electric 
Company in 1904, becoming assist- 
ant to the head of the cable division 
in 1923. He was appointed manager 
of cable sales in September, 1936. 


GEORGE W. NOYES 
Cincinnati, Sept. 9—George W. 


treasurer of the Brunhoff Mfg. Co., 
advertising displays, Cincinnati, 
|died in a hospital here today an 
hour after he had shot himself in 
| the right temple in the basement 
|}washroom of the company. De- 
|Spondency over ill health was be- 
jlieved to have been the cause of 
|suicide. Mr. Noyes, a Yale univer- 
isity graduate, had been associated 
|with the Brunhoff firm as secretary- 
|treasurer since 1902. 


|G. PLATT MOODY 


Rochester, N. Y., Sept. 9.—G. 
|Platt Moody, director of sales of 
frames and mountings for Bausch 
& Lomb Optical Mfg. Co., died at 
|his home in Fairport, N. Y., Sept. 5. 
| He graduated from the University 


ness life briefly in 1936, when he | Noyes, for 38 years secretary and |of Rochester in the class of 1914. 


| 


@ The same tools and raw materials are available to radio stations everywhere. A 
But whether their use results in a mediocre bit or a masterpiece depends on 


BECAUSE OF WHAT THEY % 


CAN DO WITH THESE << 


the talent, skill and craftsmanship of those who use them. 


Because of what WKY’s staff of extraordinarily talented and experienced 
radio craftsmen can do with these tools and materials, a WKY-built program 


is on a par with the best. 


Good examples have been heard coast-to-coast for 
almost two years over NBC-Red. 


nade” heard Sundays at 2 P.M., E.D.S.T. 


A sure-fire way to put extra life into your sales in Oklahoma is to let 
WKY put /ife into your program. 


Oklahoma and your selling plans, will do it! 


W. Madison St. 


OWNED AND OPERATED 


Current origination is “Southwestern Sere- 


ALLAN CLARK, CHartes C. WiLes, 


for Phil 


Ray Burrum, 


Juum Bennece Lee Norton, 


awk. musical director, was for 3 years arranger 
Harris; 


has arranged for Andre Kos- 


telanetz, Gus Arnheim, Jimmie Greer. 


CHA eS ( WHILE 


BUFFUM 


Welles’ 


singer 
Mexican songs, 


assistant musical director, is veteran 


of vaudeville and radio; has played with Arthur 
Pryor, Vincent Lopez, George Olsen. 

production manager, wrote and produced 
Edw. G. Robinson's “Big Town,” assisted with 
Al Jolson, Joe Penner and Dick Powell shows. 
played lead roles one season in Orson 
Mercury Theatre; 
“Stella Dallas,” 


A live WKY program, custom-built for Lee Nortor 


had major parts in 
“Helen Trent,” and others. 

of American and, as “Pancho,” 
was with Phil Harris 2 years; 


recorded for Victor, Columbia and Brunswick. 


os 
» .W KY OKLAHOMA CITY -NBC Affiliate - 900 Ke. 


BY THE OKLAHOMA PUBLISHING 


Company * THe Datty OKLAHOMAN 


OKLAHOMA City Times * THE FARMER-STOCKMAN * MISTLETOE Express * KVOR, CoLoRADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 
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[Editor’s Note: This is the third 
of a series of discussions of adver- 
tising and publishing law and legal 
subjects. The author is a practicing 
attorney and counselor-at-law, au- 
thor and lecturer who has made 
publishing and advertising law his 
specialty. Other discussions will 
appear in these pages from time to 
time. } 

High up on the list of nuisances 
that today are adding to the Ameri- 
can businessman’s grey hairs and 
discontent are the lawsuits over 
ideas, and they are steadily on the 
increase. According to reports in| 
the lay and legal press there have 
been at least twenty new suits of 
this kind in various parts of the | 
country since the first of the year, 
and the amounts sued for range 
from $50,000 to $250,000. 

Among the cases referred to was 
one by an organization in New York 
demanding damages to the tune of 
a quarter of a million from the New 
York Evening Journal and others 
for the alleged infringement of an 
idea for selling phonograph records 
through the medium of newspaper 
advertising. In another a Washing- | 
ton newspaper man claims that the 
cartoon series “Don Winslow of the 
Navy” was his idea and asks for 
$50,000 damages. And, in still an- | 
other, judgment for $100,000 is de- 
manded for the alleged theft, by a 
tobacco company, of an idea for an | 
advertising campaign for a _ well- | 
known brand of cigarets. 

Ideas being valued at such figures, | 
it is entirely natural that a person | 
who thinks he has one that is novel | 
and practical should want to protect 
it. But it is equally natural that 
since, as Seneca said some nineteen 
hundred years ago, “All the best | 
ideas are common property,” or at | 
least are believed to be so, those 
who put ideas under harness and 
make them work should believe 
that they have the right to do so 
without paying tribute to anybody, 
unless they have specifically agreed 
to make such payments. The idea 
problem, therefore, wears a double | 
aspect. It must be approached on | 
the one side from the standpoint of | 
those who have ideas to protect, 
and, on the other, from the stand- 
point of those who find themselves | 
confronted from time to time with 
demands for compensation or dam- 
ages from persons whose ideas they 
cannot for a moment concede that | 
they have appropriated or used. 
Both have just cause for complaint. 
But it is safe to say that there would 
be many less controversies if the 
rules of law applicable to this sub- 
ject were better understood and ob- 
served. 

Discusses Three Topics 


To clarify the matter so far as 
possible for both the originators 
and the users of ideas, three topics | 
will be discussed in their turn, as | 
follows: Ideas, How they can not be | 
protected; Ideas, How they can be | 
protected; and, Ideas, How to pro- 
tect oneself against claims for their 
use. The first only will be treated 
in this article. The others will be 
covered later. 

Legal protection for ideas is most 
commonly claimed on the ground 
that they constitute property and 
are protected by what is generally 
referred to as common law copy- 
right. As explained in a previous 
article, this common law copyright 
protects an author’s manuscript or 
an artist’s work so long as it re- 
mains unpublished. 

The next most common claim is 
that a given idea has been protected 
by registration under the federal 
copyright law and that its use with- 
out permission constitutes an in- 
fringement of the claimant’s copy- 
right 

The fact is, however, that the 
copyright laws apply only to things 
of a concrete nature. Write an 
article containing historical facts or 
economic data and your property 
right in the article before publica- 
tion as a matter of common law is 


Ideas 
How They Cannot Be Protected 
By HARRY HIBSCHMAN 


unquestioned. Similarly, the fed- 
eral copyright, if complied with, will 
protect the article after publication. 
But that protection in either case 
applies only to the article and not 
to the historical facts or the eco- 
nomic data contained in it. The 
law will, in like manner, protect a 
photograph, a painting or some 
other work of art; but it will not 
protect the subject of the photo- 
graph, painting or work of art so 
as to prevent another from making | 


his own representation of it. In 
other words, it is the concrete crea- 
tion that is protected and not the 
thought, subject, or model that in- 
spired, or served as the basis of, 
the creation. 

Ideas as such, therefore, are not 
protected either at common law or 
under the United States Copyright 
Act. Being mere abstractions, the 
law cannot lay hold of them nor ex- 
tend its cloak of protection around 
them. Only as they are expressed 
in some concrete form, like the idea 
for this article, can ideas find legal 
protection under the copyright laws; 
but that protection extends to the 
forms in which the ideas are ex- 
pressed and not to the ideas them- 
selves. This article, when finished, 
will be entitled to such protection. | 


The idea for the article will not. 
Anybody else is free to write on the 
same subject, but he cannot copy 


the words and language used here | 


to give the idea form and substance. 

An idea, the courts have fre- 
quently held, is like water in a 
stream, a fish in the water, an eagle 
in the air, or a bear in the wilder- 
ness. Dip up a pailful of the water, 
and it is yours. Pour it out, and 
you have no further claim to it. 
Catch the fish, and it, too, is yours. 
Return it to the water, and anyone 
who can may catch it, free from any 
rights on your part. The same is 
true of the eagle and the bear. Re- 
duce them to possession, and they 
are yours as long as you retain 
them under your dominion. Let 
them escape—the eagle to the air, 


the bear to the wilds—and they once 
more belong to nobody or to every- 
body. 

It is the same with an idea. There 
is no right in it or over it except a 
right based on possession. Revea! 
it, let it go, and it belongs to no ons 
or to all. Anyone who can catcl 
it, give it concrete form, and use it, 
is at liberty to do so. It has no 
brand and no earmarks by which 
one can identify and claim it. Any- 
one may corral it who can. 

That this is the law has been held 
in cases involving such varied mat- 
ters as the following: a manual of 
instructions for dealers and sales- 
men; a novel scheme for the dis- 
tribution of playing cards; a tariff 
rate book with a novel arrangement 
of data; a scheme for a new system 


1920...... 


. ere 


1940°..... 122,462 


*Preliminary 


NEW U.S. CENSUS FIGURES 
IN SPOKANE AND 


Population 
Spokane 


104,402 
104,437 


115,514 


Population 
Spokane County 


57,542 
139,404 
141,289 


150,477 
164,230 


Good Uncle Samuel can remember when this favorite little girl 
of his was no more than knee-high to a grasshopper. 


Now the marks on the Census door, made in past decades, are 


left far behind! 


When R. L. Polk & Co. made its impartial surveys of the Spokane 
Market in 1932 and 1936 and determined the boundaries of Metro- 
politan Spokane, Metropolitan Spokane and Spokane County were 
found to be almost identical. 


In the fertile Spokane Valley and along the green-flowing ‘“‘Little 
Spokane” river, thousands of Spokane’s employed maintain 
delightful homes. Spokane’s real growth, therefore, is reflected in 
the census figures for Spokane County given above—an up of 9.14%. 


Census figures released for 20 counties of Eastern Washington 
and 10 counties of Northern Idaho show a gain of 10%, so that 
Spokane and its Inland Empire can safely count on a 1940 popula- 
tion of over 720,000. 


THE SPOKESMAN-REVIEW 


MORNING 


“e 


BER 


SUNDAY 


SPOKANE, 


Combined Daily Circulation 
Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—San Francisco 
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of bridge; the Taylor Plan for news- 
paper advertising; a scheme to im- 
prove salesmanship; an original plan 
for a sales catalog; a radio adver- 
tising plan involving, with other 
things, a newspaper printing con- 
tributions by members of the radio 
audience and to be _ distributed 
through the sponsor’s sales outlets; 
the Morris Plan for loan companies 
or banks; and “Bank Night” for the 
motion picture theaters. 

In all of these cases the courts 
ruled, in substance, as did the high- 
est court of Virginia in one of the 
Morris Plan cases, that the plaintiffs 
hed nothing except mere _ ideas, 
which could not be put into effect 
“without at once escaping and be- 
coming the property of mankind.” 
In a second Morris Plan case, in a 


federal court, it was pointed out 
that there could be no property in 
a mere idea for conducting business, 
“without physical means or devices 
for carrying it out.” And in the 
Taylor Plan case the court said, 
“Taylor had an idea, a theory, or a 
system in his head. It could not 
be subject to ownership in a legal 
sense any more than the multiplica- 
tion table.” 

Ideas, then, cannot find protection 
as property under the common law. 
Neither can they be copyrighted. 
Once given their freedom, they be- 
long to the world. ° 

To get around these facts parties 
claiming to be the originators of 
ideas have in some instances tried 
to obtain the protection of the patent 
laws. But their efforts also have 


failed to bear fruit. Protection has 
been regularly denied in such cases 
on two grounds: first, on the ground 
that an idea is not an art nor a pro- 
cess; and, second, on the ground 
that an idea is not a “machine,” a 
“manufacture,” a “composition of 
matter,” or a “new and useful im- 
provement thereof.” In other words, 
an idea is an abstraction while the 
patent laws cover only things that 
are concrete. 

An idea for a consolidated tariff 
index for a group of railroads was 
accordingly held not patentable be- 
cause, as the court said, “What 
gives the breath of life to such a 
patent is not the system or the good 
advice contained in the disclosures 
but the means shown and de- 
scribed.” So also was a method of 


cash registering and coin checking. 
Pointing out that this constituted 
neither an art nor a process, the 
court remarked, “No mere abstrac- 
tion, no idea however brilliant, can 
be the subject of a patent.” 

Does this mean that there is no 
protection under the law for an 
idea? Not at all. There is protec- 
tion, but it must be sought else- 
where than in the copyright or 
patent laws and taken advantage of 
in a different manner. 


Campbell Made Rep 


William G. Campbell, former 
yublisher of Indiana Farmers Guide, 
has been appointed Midwest repre- 
sentative of Southern Farmer, 
Montgomery, Ala., with office at 
123 W. Madison street, Chicago. 


GETTING TO BEA BIG ORL! 


SHOW SWEEPING GAINS 
ENTIRE SPOKANE AREA! 
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* Based on preliminary census relurns 


Census figures reveal a trend away from the big cities. 


In light of this trend Spokane’s population gain in 


decade is something to be proud of. 


Many factors have contributed to this substantial growth: In 
recent years the building of Grand Coulee dam, largest man-made 
structure on earth; the great clearance project back of the dam; 
preparations for the development of the Columbia Basin, out- 
standing irrigation project; increased tourist traffic; plus the 
Inland Empire’s phenomenal wealth of soil, its timber, minerals 


and other natural resources. 


COMBINED CIRCULATION 
SPOKESMAN-REVIEW 
SPOKANE DAILY CHRONICLE 


The table above shows that The Spokesman-Review and Spokane 
Daily Chronicle have more than kept step with the growth of their 
home city. Since 1900 Spokane city has grown 232.3%, Spokane 
County 185.4%, the Spokane Market 152.6%, and The Spokesman- 


16,720 
58,162 
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reas oan over 120,000 


Review and Spokane Daily Chronicle combined 617.7%. 
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. 80,196 
. 92,135 
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EVENING 


120,000.... An All-Time High 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 
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TAKES RIGHT NAME 


Unafraid of wise-crackers, Squirt Com- 
pany, Beverly Hills, Cal., has adopted 
the best-known characteristic of the fruit 
as the name for its grapefruit drink. This 
is a plastic back-bar sign in red and 
yellow, alleged to be the first entirely 
plastic point of purchase sign ever made. 
Logan & Rouse is the agency. 


Magazines to Repeat 
Cincinnati Party 

The magazine advertisers-agency 
golf party and dinner held at Hyde 
Park Country Club, Cincinnati, 
Sept. 6, proved such a success that 
it will be staged annually. About 
120 attended, several guests coming 
from New York and Chicago. H. S. 
(Dave) Davidson, of Better Homes 
and Gardens, who served as secre- 
tary of the magazine committee, 
was elected chairman for the 1941 
repetition. 

Those who don’t play golf in- 
dulged in horseshoes and L. R. Gage, 
Macfadden Women’s Group, de- 
feated A. N. Halverstadt, Procter & 
Gamble Company, in a. thrilling 
stretch drive. Carl Baumgartner, 
of Thompson-Koch Company, won 
low gross among the golfers with 
76. R. S. West, of Stockton, West, 
Burkhardt, Ine., scored low net, 
with 72, and Al Baumgartner, 
Thompson-Koch Company, regis- 
tered second low net of 73. 

At the dinner’ Friday night, 
Arthur Thexton, Clopay Corpora- 
tion, a former stage star, presented 
one of his famous monologues, and 
four magazine men participated in 
a skit, “Double Exposure.” In 
charge of arrangements were Roy C. 
Husbands, Woman’s Home Com- 
panion, and H. W. Markward, Life, 
golf; Albert N. Butler, McCall's, 
and Richard T. Whitney, Redbook, 
prizes; George Hadlock, Parents’, 
and Harry Filger, True Story, in- 
Vitations. 


ABC Membership Total 
Now 2,050, a Record 


Recent elections to membership 
in the Audit Bureau of Circulations 
have raised the total membership to 
2,050, an all-time high. Daily 
newspapers just added include the 


Express, Lock Haven, Pa.; Free 
Press, Nampa, Ida.; Courier Free 
Press, Redding, Cal.; Searchlight, 


Redding, Cal. Weekly newspapers 
added include the Barrie Examiner, 
Barrie, Ont.; Tillsonburg News, Till- 
sonburg, Ont.; The Conservator, 
Brampton, Ont.; St. Marys Journal 
Argus, St. Marys, Ont.; Kincardine 
News, Kincardine, Ont.; The Adver- 
tiser, Kentville, N. S.; Kings County 
Record, Sussex, N. B., and the Pic- 
ton Gazette, Picton, Ont. 

Business papers added to the list 
include the Beverage Retailer 
Weekly, New York; The Canner, 
Chicago; Butane-Propane News, Los 
Angeles; Beverage Times, New 
York. Magazines include The Wo- 
man, New York, and American 
Cookery, Boston. The Pittsburgh 
Plate Glass Company was elected 
as an advertiser member with E. L. 
Patton, advertising manager, as 
representative. 


Elect Waters Chairman 
of Lyon Metal 


B. L. Waters, founder of Lyon 
Metal Products, Inc., Aurora, IIL, 
has been elected chairman of the 
board, succeeding H. A. Gardner, 
general counsel of the company, re- 
signed. Mr. Waters’ former posi- 
tion of president has been taken by 
Earl D. Power, formerly vice-presi- 
dent and general munager. 

Mr. Waters is retiring from 
tive participation in the 
the company. 


ac- 
affairs of 


Wayman to Justi 
E. L. 
dent 


Wayman, 


who was presi- 
and general 


manager of the 
Ritter Dental Mfg. Co., Rochester, 
N. Y., for 20 years prior to his 
resignation last year, has been made 
vice-president of H. D. Justi & 
Sons, Philadelphia, maker of arti- 
He will be in charge 


ficial teeth 
of sales. 
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September 16, 1949 


Voice of the Advertiser 


This department is a reader’s forum. 


Blessed Gives Outdoor 
Industry's Viewpoints 

To the Editor: I am privileged to 
reply to the letter of Elizabeth B. 


Lawton, chairman, National Road- | 


side Council, published in your Aug. 
lz issue. 

I doubt that Mrs. Lawton’s sup- 
porters clearly understand just how 
narrow a position she takes with 
respect to a program of rural road- 
side improvement. What is repre- 
sented to them as ideal, comprehen- 
sive objectives becomes, in actual 
practice, a narrow, discriminatory 
assault upon outdoor advertising. 

Although Mrs. Lawton’s letter to 
you describes the Roadside Council’s 
activity as conservative, its requests 
reasonable, and its objectives as 
above question, the record shows 
that the practice has not lived up 
to the ostensible ideal. For instance, 
in 1931 a “Conference on Roadside 
Business and Rural Beauty” was 
called in Washington, D. C. It was 
presided over by the Hon. George 
Wharton Pepper, and was partici- 
pated in by 29 organizations repre- 
senting the fields of civics, govern- 
ment, agriculture, industry, labor, 
real estate, highways, motorists, the 
press, and advertising. The Na- 
tional Roadside Council (then the 
National Council for the Protection 
of Roadside Beauty) was repre- 
sented by Mrs. Lawton and Albert 
S. Bard, legal counsel, who an- 
nounced the withdrawal of their 
organization when representatives 
of the Outdoor Advertising Associa- 
tion of America would not agree to 
accept discriminatory legislation as 
a principle upon which to estab- 
lish a program. 

The position of the Association 
was then and still is that it is not 
opposed to the enactment of non- 
discriminatory legislation for the 
reasonable use of land abutting 
public ways, provided such legisla- 
tion has the support of a majority 
of the owners of property and of 
business in the area to be regu- 
lated. 

In 1934 the Association adopted 


the procedure of the Traffic Audit | 


Bureau as a guide in locating mem- 
bers’ structures and _ establishing 
their circulation § value. Adop- 
tion of this procedure and adherence 
to the provisions of the Associa- 
tion’s voluntary regulations as ex- 
pressed in its governing principles 
and policies have brought about the 
re-development and re-location of 
approximately two-thirds of all the 
outdoor advertising facilities of As- 
sociation members in the United 
States, thereby greatly improving 
the public acceptance of the medium 
as well as its value as a marketing 
force. 

During this entire period, the Na- 
tional Roadside Council evinced no 
interest in the progress being made, 


never offered any constructive sug- | 


gestions, nor has it asked the coop- 
eration of the outdoor advertising 
industry. 

The only method of operation 
consistently employed by Mrs. Law- 


ton and her followers during the 
past 17 years has been that of 
threatened boycott. Their letters 


and postcards, which have been ad- 
dressed to national advertisers, in 
many cases bluntly object to any 
use of outdoor advertising regard- 
less of its location. 

In her letter to you, Mrs. Lawton 
denies the assertion of Caroline 
Williams Carter that her movement 
is “intended ultimately to do away 
entirely with outdoor advertising as 
a medium.” “Since this movement 
started,” Mrs. Lawton wrote, “we 
have consistently stood, not for 
elimination, but for restriction of 
signs to commercial districts where 
business belongs.’ The real intent, 
however, is to be seen in the fol- 
lowing statement of the president of 
the New Jersey Roadside Council, 


one of Mrs. Lawton’s organizations: 
“I am not hopeful of a compromise 
I fear 


solution because that a re- 


moval of billboards which was ex- 
tensive enough to allay . . . resent- 
ment (against outdoor advertising) 
would cut into profits to such an 
extent that the outdoor advertising 
industry would no longer be worth 
conducting. . . I and my colleagues 
believe that you and your associates 
|have the misfortune to be engaged 
in an unnecessary industry.” Such 
a statement, and others of the same 
tenor which we have on file, leave 
| little room for doubt that the word 
“restriction” as repeatedly used by 
the Roadside Council carries a 
meaning far beyond that of “re- 
striction.” 

In 1924 Mrs. Lawton said, “We 
oppose outdoor advertising only 
when it is not in commercial loca- 
tions,” and re-affirmed this as re- 
cently as Aug. 12 as noted above. 
This being so, why all the fuss and 
bother? Why not save time, money, 
and energy by simple and direct 
action? The Outdoor Advertising 
Association does not wish to have 
its advertising structures located 
where they will interfere with 
scenic beauty. Anyone who knows 
of an outdoor advertising structure 
which violates the Association pol- 
icy governing placement has only 
to write to the Public Relations De- 
|partment, Outdoor Advertising As- 
|} sociation of America, 165 West 
Wacker Drive, Chicago, Illinois, 
| specifying the exact location of the 
structure and describing how it in- 
terferes with scenic beauty. The 
complaint will be immediately in- 
vestigated and given the necessary 
attention. 

Inasmuch as the democratic way 
of arriving at conclusions through 
|recognition of the rights of all in- 
| terested parties seems to be the key- 
note of the present trend of Ameri- 
‘an thinking, effective roadside 
planning might well evolve from a 
spirit of cooperation and mutual 
understanding. That Mrs. Lawton 
recognizes this even though she 
would then no longer be able to 
confine her attention to outdoor ad- 
vertising is to be seen from the 
| third paragraph of her letter: 

“The National Roadside Council, 
its associate state councils and its 
many cooperating groups, seek to 
protect the natural beauty, the 
safety and the recreational values of 
our rural highways. These are our | 
| objectives. They include both road- 
side development,—the encourage- | 
|ment of highway construction which 
fits the highway into the landscape, | 
and roadside control,—the protec- 
tion of our rural highways from in- 
discriminate roadside development, | 
| hot dog stands, filling stations, bill- | 
‘boards, ete., ete., which produce | 
along so many of our roads the ugly 
and dangerous roadside slum.” 

In this connection, the Outdoor 
Advertising Association of America, 
Inc., has adopted the following: 

“The chairman of the public rela- 
tions committee is authorized to 
determine if there is sufficient inter- 
est on the part of national organiza- 
tions concerned with one or more | 
phases of the development and use | 
of rural highways and occupancy of 
the rural roadsides to bring about 
a sponsorship of a broad study and 
research of the economic and social 
values involved, looking to the de- 
velopment of a recommended plan 
of policy and procedure for the 
guidance of all concerned. 

“The Association will pledge its 
/cooperation and offer to contribute 


$5,000 as an initial payment toward | 
underwriting the project, provided | 
interested | 


a sufficient number of 
national organizations sponsor the 


project and contribute sufficient ad- | 


ditional funds to assure that it will 
be carried on to a successful con- 
clusion.” 

The Outdoor Advertising Associa- 
tion of America sincerely hopes 
that (and hereby invites) Mrs. 
Lawton will stand back of the prin- 
ciple enunciated in the third para- 
graph quoted above by pledging the 
National Roadside Council to con- 


Letters are welcome. 


tribute the necessary funds and 
wholehearted cooperation in joining 
with other national civic organiza- 
tions and those representative of 
property ownership and business in 
rural areas to help bring about a 
sane and sound solution of the road- 
side problem. 

CLARENCE D. BLESSED, 
Chairman, Public Relations 
Committee, Outdoor Advertis- 
ing Association of America, 
Inc., Chicago. 
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Could This Be Inspired 
by Professional Jealousy? 


To the Editor: I gather from the 
article in your issue of Sept. 9 en- 
titled, “Meat Industry’s 2 Million 
Drive to Open Sept. 27,” that the 
packers are hatching a nefarious 
plot to induce the retail butchers of 


America to “throw their weight into | 


the scales” with the family pork 
chops. 

Wasn’t it enough when they quit 
merely weighing their thumbs and 
began adding in all five fingers? 
Now, according to your account, the 
meat dealer is to be shown how to 


jump aboard the scales himself. If | 


it doesn’t do anything else, this | 


ought to help the scales industry. 
CLauDE N. PALMER, 


United Fresh Fruit & Vegetable 
Association, Chicago. 


| 


a - 
First Editions 

To the Editor: 
not be an unusual request, but I 
am writing to the only source I can 
think of that could possibly fulfill 
'my desires. 

Some few years ago I started col- 
lecting volume 1, number 1, edi- 
tions of magazines. At the present 
time I have over 525, some of which 
date back to the 18th Century and 
others December, 1940. 

The only way I have secured 
these is through contact with news 

stands and used book stores. It 
|seems as though there should be 
some systematic way by which I 
/could learn of new magazines about 
to be published. Likewise, there 
|may be other people who have the 
same hobby with whom I could get 
‘in touch for swaps of duplicates, 
which they or I might have. 

If there is any way in which you 
can give me assistance or advice as 
to the best way to make contacts 
and increase my “firsts,” I shall 
|greatly appreciate it. 
| Linwoop B. Law, 
Executive Secretary, Buffalo 
Junior Chamber of Commerce, 
Buffalo, N. Y. 


This may or may | 
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CLOSE HARMONY 


DON'T BE “THE GIRL 
WITH A RUN” 


Sleep, My Pretty One 


| ‘* 4 >. f= 
Loa pot ant 


8 


Complete cooperation between text and 

advertising, induced by one of those 

accidents of make-up which provide so 

much amusement for Advertising Age 
readers. 


Combination 


To the Editor: Looks as though 
Patricia Morison has acquired a 
pair of legs from the make-up man 
And that combination of head-lines 
isn’t so bad either. It’s from the 
magazine Hollywood. 

VERNON K. ScHUMANN, 

Manager, Edward L. Sedgwick 

Company, Chicago. 
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Advertising Men 
Prominent Among — 
Willkie Backers 


Some Have Forsaken 
Business to Advance 
Republican Cause 


New York, Sept. 11.—If Wendell 
L. Willkie becomes the next presi- 
dent, advertising may well lay 
claim to its share of credit for as- 
sisting him along the road to the 
White House, a review of the role 
that advertising men are playing in 
the Willkie camp revealed here to- | 
day. 

Nobody knows, not even the Re- | 
publican high command, how many | 
advertising leaders are making their | 
contributions to the Willkie effort, | 
but more than a score of leaders are 
known to be actively participating. 

First and foremost is Bruce Bar- | 
ton, president of Batten, Barton, | 
Durstine & Osborn. The New York | 
Congressman was an early Willkie 
supporter and was of material aid 
as a floor manager at the Philadel- 
phia convention at which Willkie 
won the nomination. 

Hill Blackett, vice-president, 
Blackett-Sample-Hummert, is an- 
other Republican leader of several 
years’ standing. He was active in | 
support of Alf Landon in 1936, and | 
is solidly behind the GOP standard | 
bearer this year. 


Flower on Leave 


Stanley Resor, president of J. 
Walter Thompson Company, is an- 
other. He is a member of the 
United Republican Finance Com- 
mittee. Another Thompson man, 
Henry C. Flower, vice-president, is 
up to his neck in campaign efforts. 
He has taken a three-months leave 
of absence, and may be found these 
days as a volunteer worker at the 
headquarters of Associated Willkie 
Clubs, Ine. 

Robert L. Johnson, head of his 
own company publishing a string 
of hotel magazines, is close to the 
candidate himself. With Henry J. 
Taylor, president of Package Ad- | 
vertising, Inc., and Fred Rahter, | 
Willkie’s personal secretary, he is | 

| 


in charge of the candidate’s per- 
sonal headquarters here at the Ho- 
tel Commodore. 

James R. White, president of 
Rickard & Co., is another volun- | 
teer. He is in charge of trade and | 
industrial publicity for the Repub- | 
lican National Committee, Eastern 
division. John Orr Young, head of | 
his own agency, is conducting his | 
own pro-Willkie campaign in The | 
New Yorker, soliciting $2 contribu- 
tions to pay for further magazine 
advertising in support of the GOP 
candidate. 


McCann Offers Ideas 


H. K. McCann, president of oer i 
Cann-Erickson, is another volun- | 


BALTIMORE 


(NOW SEVENTH CITY) 
has grown 50,000 since 1930 


Moke your advertising invest- 
ment in a GROWING market; use 
the FIRST CHOICE radio station. 
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teer. He has taken the responsibil- 
ity of canvassing advertising friends 
for Willkie contributions, and has 
also submitted ideas for outdoor ad- 
vertising for consideration by the 
Republican National Committee. 
Others known to be participating 
in one way or another are J. Stir- 
ling Getchell, president of the 
agency bearing his name; A. L. Bil- 
lingsley, president of Fuller & 
Smith & Ross; L. R. Wasey, presi- 
dent of Erwin, Wasey & Co.; Rich- 


|ard Compton, president of Compton 


Advertising; James G. Rogers, Jr., 
vice-president of Benton & Bowles; 
William Benton, co-founder of that 
agency; Thomas L. L. Ryan, presi- 
dent of Pedlar & Ryan; Raymond 
Rubicam, chairman of Young & 


: . aa —e 
| Rubicam; and Arthur Farlow, San |the midnight 


|Francisco vice-president of J. Wal- 
|ter Thompson Company. 


On New Committee 


Chicago advertising men_ are 
‘equally fervid in working for the 
jadvancement of the Republican 
cause. Kellogg M. Patterson, West- 
ern manager, Cincinnati Times-Star, 
has been appointed to the Republi- 


oil in the Willkie 
| cause. 


‘Air Lift to Ellner 

Air Lift Rubber Corporation, New 
York, has appointed the Jos. Ellner 
|Company, New York agency, to 
|handle its advertising. Newspapers, 
|radio and point-of-sale displays will 
be used to promote the new Air Lift 
rubber heels. 


can coordination committee, which | 


is charged with the task of devising 
methods of utilizing volunteer work- 
ers for the national, state and 
county organizations. The commit- 
tee has just opened Chicago offices. 

Charles C. Younggreén, executive 
vice - president of Reincke - Ellis- 
Younggreen & Finn, is also burning 


Scott to Sun-Maid 


Hunter L. Scott, formerly with 
Beaumont & Hohman and Bozell 
and Jacobs in Omaha, has been ap- 
pointed advertising and sales pro- 
motion manager of the Sun-Maid 
Raisin Growers’ Association, Fresno, 
Cal. 


Selz Expands 


Lawrence H. Selz Organization, 
Chicago publicity agency, is taking 
over the entire 40th and 41st floor 
of the LaSalle-Wacker bldg., 221 N. 
LaSalle street, Chicago. 


Lindsey Joins Wesley 

Dale Lindsey, formerly with 
Blackett - Sample - Hummert, New 
York, has joined Wesley Associates, 
New York, as personal assistant to 
L. G. Wesley. 


Richard Huber Elected 
Ralph Trier has been elected 
chairman of the board of directors, 
and Richard M. Huber, president, of 
the New York Theatre Program 
Corporation, New York. 


looking at the facts 


And today more 


om jump to conclusions... We're not carry- 
ing a chip on our shoulder. But we've been 


... and they show that: 


TODAY, NEWSWEEK IS ONE OF THE 
NATION’S FORCEFUL PUBLICATIONS— 


In under three years, Newsweek's gone from 28th 
place in advertising linage among all general 
magazines to 9th. And for the first half of 1940, 
we rang up almost a million dollars in advertis- 
ing revenue (P.1.B.). 


than 400,000 better-than- 


average families are week-after-week, cover-to- 


What do you 


\ know about that! 


cover readers. Because these families enjoy an- 
nual incomes four times the national average, 
you can tell them... and se// them. 
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Marks Newspaper Week 


The Nassau Review-Star, Rock- 
ville Centre, Long Island, has 
planned a seven-day program for 
local observance of National News- 
paper Week, Oct. 1-8. Christopher 
Morley will be the guest speaker 
at a banquet to publishers and edi- 
tors of Nassau County weekly news- 
papers Oct. 2, and General Hugh S. 
Johnson will speak at a_ public 
meeting Oct. 3. Addresses by Nas- 
sau County clergy Sept. 29 will open 
the Review-Star’s observance of 
the week. 


B&B Adds Reinhart 

Robert Reinhart, formerly pro- 
ducer of the Theatre Guild’s Christ- 
mas holiday programs, has joined 
the radio department of Benton & 
Bowles, New York. 


Elect Schierholz Head 


Emil Schierholz, for 29 years as- 
sociated with the Narragansett 
Brewing Company, Cranston, R. I., 
recently as general manager, has 
been elected president, succeeding 
the late Herbert Moeller. 


Operatic Records 
Campaign in N. Y. 
Begins Huge Drive 


New York, Sept. 11.—One of the 
heaviest local advertising drives in 
recent newspaper history was in- 
augurated here tcday by the New 
York Committee for Music Ap- 
preciation, a non-profit organization 
headed by Dr. John Erskine, which 
is seeking to increase interest in 
operatic music by selling recordings 
of popular operas at low cost. 

Announcement of the plan was 
made in dramatic fashion today 
when eight Manhattan dailies, a 
Brooklyn and an Italian paper 
carried spreads or full pages. Ad- 
vertising was placed through J. 
Walter Thompson Company. 

Additional full-page announce- 
ment copy will be run for the next 


two days, with further insertions 
planned regularly during a 12-week 
‘drive. A different opera, condensed 
| into three, four or six double-faced 
| 12-inch records, will be offered each 
week. Each album will sell for 
$1.75. Fourteen distribution points 
have been established throughout 
the city. 


All Factors Cooperate 


First advertising of the unique 
plan pointed out that the low price 
was made possible because “world- 
famous operatic artists waived their 
royalties; the greatest operatic con- 
ductors gave up their profits; Amer- 
ica’s foremost music manufacturers 
reduced every operating charge to 


the barest minimum; and most im- | 
lect coupons or order a complete set. | 


portant of all, America’s outstand- 
ing music educators . 
inspired the movement.” 

Initial copy was couponed and 
keyed. Coupons were provided not 
for direct sales but to reserve a set 
of the recordings. The coupon was 
included so that the Committee 
might be able to make a reasonable 


. . Zuided and | 


estimate of the number of records 
that would be required. Record 
players were also offered in the 
copy. 

The low cost distribution of op- 
leratic recordings which the New 
York committee has undertaken is 
an outgrowth of the plan started by 
the Washington Star about a year 
and a half ago, and since used by 
|many other newspapers. 

Edward T. Ingle, director of the 
National Committee for Music Ap- 
\preciation, whose local branch is 
conducting the campaign here, ex- 


the organization of his non-profit 
group to do a similar job on a na- 
tional scale without having to col- 


The project is self-supporting, he 
said, although voluntary contribu- 
'tions have been received from mu- 
sic patrons. Money used to pur- 
chase records and advertising space 
‘comes from the proceeds of sales 
‘campaigns in other 
group has worked in 50 cities. 


WILL YOU SELL IT 7? 


It’s NOT feasible 


you're selling it. 
But that’s not all! 


Every neck someone's soap scrubs is 
attached to a potential buyer of hundreds 
of other articles .. . and if you like num- 
bers, there are 6,573,277 of those necks 
in “America’s Money Belt.” 


WMT * 


Cedar RAPIDS 
WATERLOO 


... but it’s a lot of 
soap! And it’s a clean profit for you if 


Mone y Belt.” 


“America’s Money 


ZX NYAS ARN YD 
Ninna ani Ks Want 
’ a Vee” 4 + ” a > 4i>> 


There's just one way to properly reach 
these folks in the “Money Belt” and tell 
them about your products. Use the Cowles 
Stations-—the “four-way voice of the 


* There are now 20,630 soap outlets in 
Belt” and business con- 
ditions are better than ever. 


1 Affihated with 


THE REGISTER AND TRIBUNE. Des Moines, lowa | 


Represented Nationally by THE KATZ AGENCY 


WHICH OF THESE 


in “America's Money Belt” 
Al GOGS .csveusess $ 39,197,765.40 
Canned Fi csscecss 10,188,579.30 


Be GAS 2 cccccenr 


Canned Milk ....... 27,370,565.09 

 Natiasbeasseee 185,643,789.87 

PeOme cwawas weTTT 64,455,291.52 

SNOCLCMIMAS 2. cccceccs 31,209,919.20 
(\ tal ind salad oils — 


ot included) 
All Perfumes, Cosmetics 


All Canned Fruit 
and Vegetables..... 


Tk »bacco 


DO YOU SELL? 


Annual Retail Sales 


21,396,016.64 


17,215,412.46 


47,731,971.20 
85,649,799.31 


|plained that the success gained by | 
| the newspapers with the plan led to | 


cities. The) 


SEVEN STYLES 


| Just arrived! the New 


“CROSLEY CAR 
| $299 


CONVERTIBLE SEDAN 
ILLUSTRATED 5349%°* 


Smart New Models— New Motor 
Features—Improved Chassis— 4 
50 Miles to the Gallon—Easy! 


L.. CONVERTIBLE COUPE _ 


Unhandic by traditional ideas 
of pre oh tn Crosley has 
developed a proven form of smart, 
quick, dependable, low-cost trans- 
portation. 50 miles to « gallona— ‘ 
easy! Ample head room. Leg room 

for the longest legs. Parks in one- 
third less space , ol the ordinary 
car. Everything that adds to con- 
venience, comfort and safety. Noth- 
ing wanecessary that adds to original 
Of operating costs. 


7 New Body Styles—See Them All | rane onsveny — 


There is « smartly- styled Crosley Car for Pang - A al 
every passenger or light delivery purpose B = 
The trim Coovertible Sedan or Coupe; the t+ = 


STATION WAGON 


surdy Station Wagon, the Covered Wagon 
—the sewes innovation in car design; 
solve every famyy transportation problem 
Aad Crosley commercial cars quickly pay 
for themselves by operating at a mere frac. 
toe of the cost of other delivery cars. 5 
models to choose from 


COVERED PAGON. 
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PARKWAY DELIVERY 


| This newspaper copy gives prominence 
to every one of the seven body styles in 
the new Crosley automobile line. 


-Admen’s Gridiron Dinner 
Committees Named 


| G. R. Schaeffer of Marshal! 
Field & Co., has been named chair- 
{man of the dinner committee for 
|the Advertising Men’s Gridiron 
| dinner which will be held at the 
Stevens Hotel, Chicago, Oct. 18 
Elon G. Borton of LaSalle Exten- 
sion University has been made 
| chairman of the budget committee; 
Louis G. Cowan of Louis Cowan & 
| Associates is chairman of the pub- 
| licity committee; Dade B. Epstein 
|}of McJunkin Advertising Company 
is chairman of the entertainment 
and production committee; Alfred J. 
| Weinsheimer of Magill Weinshei- 
|mer Company is chairman of the 
printing and program committee, 
and Charles C. Younggreen is chair- 
man of the invitation committee. 

Homer J. Buckley is chairman of 
|the executive committee with Mr. 
Schaeffer and E. R. Richer of Hart, 
Schaffner & Marx as vice-chairmen. 
W. F. McClure is secretary and 
|Chester Price treasurer. 


‘Hodges Heads Defense 


Gilbert T. Hodges, member of the 
N. Y. Sun board, has been appointed 
chairman of the national defense 
committee of the Advertising Club 
\of New York. I. S. Randall, as- 
sistant to the chairman of the 
Transcontinental and Western Aijr- 
lines, heads the aviation commit- 
tee and Alfred J. McCosker, pres!- 
dent of the Mutual Broadcasting 
System, has been made chairman 
‘of radio activities. 
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THE NEW PUBLICATION 
“HOW TO SET UPA 
SUCCESSFUL DEALER 
SIGN PROGRAM” 


with actual case histories of successful 
grams as used by representative na‘ 
accounts, will be sent you free upon re 
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GENERAL OFFICES: 
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Crosley Invites 
Old Line Dealers 
fo Handle Midget 


Distribution Policyis 
Modified and Line Is 
Expanded 


Cincinnati, Sept. 12.—No one can 
sell an automobile as effectively as 
the automobile dealer. 

Recognition of this principle 
marked a new development in the 
marketing of the Crosley car this 
week as the Crosley Corporation 
used color spreads in automotive 
papers and color roto broadsides to 
invite applications for franchises 
and to announce sharp expansion of 
the 1941 line to seven models, in- 
cluding three for business pur- 
poses. Improvements in construc- 
tion were also revealed in the light 
of a year’s experience in actual op- 
eration. Prices range from $299 to 
$450 at the factory. 


Policy Is Modified 


Powel Crosley Jr., president of 
the company, explained the new 
distribution policy as follows in a 
message directed to automotive dis- 
tributors and dealers: 

“About a year ago Crosley cars 
were first announced with the state- 
ment that it was our intention to 
merchandise them through estab- 
lished Crosley radio and appliance 
distributors and dealers. Our rea- 
son for doing this was because our 
distributors have been with us, 
many of them, for years, and we 
felt it was only fair to give them 
the opportunity to profit from the 
sale of Crosley cars in their terri- 
tory. 

“We built about 1,800 cars last 
summer which were distributed in 
this manner. We have had an op- 
portunity to study them in the field 
and also to study the distribution 

in its every detail. 

“We found that some changes 
were advisable in the construction 
of the car—larger bearings in the 
motor, an improved oiling system, 
universal joint drive, bonderized 
and baked on finish instead of an 
air dried finish, and other things, 
all of which came as a result of 
carefully watching and serving the 
cars in the field. 

“We have also learned that in 
many territories our interests and 
the public’s interest can best be 
served by an automotive type of 
distribution. Therefore, and though 
some of our regular distributors will 
continue to handle the car, certain 
territories are now open and for 
these we seek an automotive type 
of distributor. To those interested 
in a franchise, we believe the pos- 
sibilities of building a_ successful 
business are excellent. 

“The new Crosley car, as refined 
and improved, is now ready. The 
idea of low-price transportation and 


DOMINANT 


in the 


JACKSONVILLE, FLORIDA 
Trading Area 


> WMBR 


Jacksonville — basic 
Florida CBS Station 


> WFOY 


Saint Augustine —a 
bonus station at no 
extra cost to WMBR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Representatives 
PALL H. RAYMER COMPANY 
NEW YORK CHICAGO DETROIT 
e “AN PRANCISCO Los ANGELES 


commercial delivery has definitely 


caught on. I, personally, am more 
enthusiastic than ever about the 
possibilities in this field, espe- 


cially now that the car is improved 
and perfected not only mechanic- 
ally, but in appearance. And I call 
your attention to the fact that this 
seems to be an ideal time for the 
promotion of low-cost transporta- 
tion and delivery in face of the in- 
creased cost of living, higher taxes 
and general economic conditions.” 

Mr. Crosley concluded with the 


|prediction that sales opportunities 


are immeasurably widened by addi- 
tion of the new business units to 
the line and an invitation to dis- 
tributors and dealers to wire or 
write for further information. 

The inside of the broadside illus- 


trated and described the complete 


line, the common denominator of 
which is ability to run 50 miles on 
a gallon of gas and operate for less 
than a penny a mile. The “Cov- 
ered Wagon” is described as the 
greatest innovation in automobile 
design. It seats four persons com- 
fortably. In case of need, the rear 
may be quickly converted into car- 
rying space by removing the rear 
seat. The heavy waterproof canvas 
top may be quickly rolled up and 
fastened to the ridge pole. The 
“Covered Wagon” is priced at $399. 
Other New Units 

The baby of the line, the convert- 
ible coupe, is designed “for the per- 
son who must have transportation, 
yet who can’t afford much more 


than the price of a trolley ride.” It 
bears a $299 price tag. The con- 


vertible sedan, at $349, is the all- | 


purpose family car. Next comes the 
“parkway delivery,” which Crosley 
heralds as “the smartest delivery 
car in town. Continental in appear- 
ance, it has the plus advantage of 
advertising value. It attracts favor- 
able attention and comment wher- 
ever it goes. Easy to handle, parks 
on a dime, carries a good pay load.” 

A running mate is the pick-up 
delivery, priced at $385, or $10 
more than the parkway. It is in- 
tended as an all-purpose truck 
model with 500 pounds capacity. 
The panel delivery is priced at $435. 
As its name indicates, it is a com- 
pletely enclosed model. A station 
wagon at $450 completes the line. 


Advertising plans 
divulged. 


To Issue A. E. F. Manual 


A booklet explaining and _ illus- 
trating divisional insignia of the 
A. E. F. during the World War will 
be distributed by Schenley Distillers 
Corporation, New York, at the na- 
tional convention of the American 
Legion in Boston, Sept. 22-27. 
Schenley will also present a _ pro- 
gram of entertainment at the con- 
vention. 


Expands 1941 Promotion 


Superba Cravats, Rochester, N. 


have not been 


| Y., plans to increase its 1941 adver- 


tising over the current year, during 
which six magazines have been 
used. Morton Freund, New York, 
directs the account. 
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The lure of outdoors... in every season 


...creates advertising’s most consistent, 
most impressive audience. Outdoor 
Advertising’s circulation is as natural 
as America’s urge to go out of doors; 
just as natural are the sales made by 


outdoor advertisers ...in spring, sum- 
mer, fall and winter. Sell through 
the seasons with Outdoor Advertising. 


Ocrvoor Averrisine Ivcorporatep 


National Sales Representative of the Outdoor Industry 
' 60 East 42nd Street, New York City 
Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St. Louis - San Francisco 
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Formfit Launches 
Fall Drive for 
‘Cigaret’ Figures 


Promotion of Life Bra 


Wardrobe Is Separate 


Campaign 


By FRANK HICKS 


Chicago, Sept. 12.—That annual 
struggle to compel the female form 
to expand or contract, rise or fall, 
survive or perish, according to the 
latest ukase of Dictator Fashion, is 
reflected tantalizingly in the fall 
promotion campaign of the Formfit 
Company, now under way. Aided 
and abetted by the great Schiapa- 
relli “they” have pontificated that, 
no matter what nature gave you to 
begin with, the final achievement 
must be the “cigaret silhouette.” 

Blue print specifications for the 
cigaret silhouette are: 

Bust line—breasts raised and sep- 
arated. 

Waist line—lower. 

Hips—melted away. 


NOW IT'S NYLIES 


and NOW 
FOUNDATIONS 
OF NYLON 


Thies 
Tatinfit 


GIRDLES $5 
GIRDLEIERES $7.50 
AT THE BETTER STORES 


GAOk BY THE FORMEIT COMPANY CuiCaeO-niw rote 


One of the magazine advertisements for 
Nylies, Formfit foundation garments 
made of Lastex and Nylon. 


The interesting story of what 
Formfit has to offer to assist the 
feminine form to achieve this con- 
fection of conformation is being 
told in seven national magazines and 
76 newspapers, using both black and 
white and rotogravure. Copy, bio- 
logically stimulated by the tradi- 
tional figure drawn to demonstrate 
the current fashion in human 


trunks, is making much of the 
“Scap-Hip,” a Formfit design detail 
for “sweeping away fleshy hips.” 


Plenty of Glamor Words 


Such expressions as ‘‘Pagan 
Charm,” “cylindrical slenderness,” 
“long and tubular,” “figure-glam- 
our,” “Thrill brassiere” splashed 
through Formfit copy demonstrate 


‘that, no matter what else the FTC 


has done to the art of copywriting 
its capacity to depict the allure- 


|ment of the feminine form has not 


been reduced one jot or tittle. But 
the expression that Formfit likes 
best of all is on a label on certain 
of its garments. Regardez: “Ap- 
proved Schiaparelli.” 

Not the least of Formfit’s current 
promotion achievements is its full- 
page space in the Sept. 16 Life 
which advances the thought that 
“through the day your best glamour 
insurance is the right bra for each 
occasion.” Copy then goes on to 


unveil the Life Bra Wardrobe, con- 
sisting of a “Day-Life,”’ ‘“Sports- 
|Life’” and “Night-Life’’ brassiere, 
\“each containing special construc- 
‘tion features, exclusive with Life, 
|that insure positive control of your 
figure line.” Copy in this case va- 
lries from the traditional use of 
‘drawings by inserting three candid 
camera shots of a model. One of 
| these shows her on the tennis court, 


—_—$—?Ro—wawss 


Month alter month, 
and year alter year, 
Nation’s Business 
continues to be the 
magazine most 
wanted by 


busin ess men. 


Me h ° 
(6) Ne . 
Scr; ug ] Ir ] 71 SS§ 
° - , 
Pty n Su h. 
USine, Nation ’ 


| three brassieres where one was sold 


———_. 


NO MORE HIPS, SAYS SCHIAPARELLI 


Elsa Schiaparelli, consulting stylist, and W. H. Lowy, vice-president in charge of 
advertising for the Formfit Company, look over one of the new items in the com- 
pany's line as promotion gets under way. 


another in a street costume and a|Mademoiselle, The New Yorker, 
third dining out, copy in the last|Photoplay, Vogue and Woman's 
instance bespeaking “Night-Life to | Home Companion. Formfit has a 
insure the ‘figure-glamour’ that/|system of cooperative newspaper 
makes her noticed and admired.” |advertising in which the arrange- 
This Life campaign is a program by | ments with the dealer generally ar 
itself intended, of course, to sell|left to the Formfit representative 
making the contact. Formfit also 
sends to corset buyers, merchandise 
managers and advertising depart- 
ments of retail stores samples of 

Formfit is using Mademoiselle |the sort of advertising of Formfit 
and Photoplay to tell the entrancing | garments being used by some of the 
story of foundations of nylon, called | leading stores of the country. The 
“Nylies.”” These things are made of | customary mat service also is 
nylon combined with Lastex. They | offered. 


are featured as lighter in weight but | 
firmer in control and quick-drying. | Behind-the-Scenes Work 
A mailing folder makes a specia! 


They are available either as a gir- 
dle or a Girdleiere, the latter being | presentation of the Life Bra Ward- 
a combination girdle and brassiere. | robe promotion material, including 
The complete list of magazines! Life boxes for display effects, a 
|full-page reproduction of the Life 


being used by Formfit in the fall 
campaign is Harper’s Bazaar, Life,|ad, posters for window, department 


before. 


Nylon Unit Also Featured 


*U. S. AWARDS 
‘14,000,000 ARSENAL 
TO AKRON DISTRICT 


* The U. S. Government, on August 28 
signed purchase agreements for 18,000 
acres of Akron District farm land valued at 
$2,000,000 for the site of a $14,215,000 


munitions loading plant. 


* 4,500 construction workers will soon begin 
building the huge munitions layout on the 30 
square mile area northeast of Ravenna. An 
emergency housing project designed to pro- 
vide dwelling space for the thousands of 
workers who will concentrate near Ravenna 
is under consideration by Federal agencies. 


* The above announcement will send Akron 
business gains to new heights. Place your 
sales messages before the buyers of this 
alert, free-spending market by taking advan- 
tage of the complete, economical coverage 
offered by the .......... 


Akron BEACON JOURNAL 


Brooks & Finley 
New York, Chicago, Philadelphia, Cleveland, Los Angeles 


Re prese nted by: Story. 
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or counter display and one and two- 
column newspaper mats. 
mailing piece in brilliant red is 
called “A Glamour Insurance Pol- 
icy for You.” Not the least of the 
Formfit promotion units is a tiny 
box holding two Philip Morris cig- 
arets with a sticker on the box say- 
ing, “Schiaparelli’s cigaret silhou- 
ette achieved with foundations by 
Fi rmfit.” 

Preparations for putting over the 
current campaign included the an- 


A WHOLE SET 


THROUGH THE DAY YOUR BEST 
glamour tnsarance 
1S THE RIGHT BRA FOR EACH OCCASION 


A UPFE BRA WARDROBE Is THE 
ANSWER Sports-Life to protect, 
mold and hold a lovely lifeline 
no matter how strenuous your 
activity. Day-Life to give you 
high held bustline glamour 
throughout your days hustle, 
bustle and pause. Night-Life to 
keep your appearance chic when 
your real beauty is put to the 
_ severest test in formal gowns. 


y tt) vu # LJ a ¥ t 


Suggested dealer newspaper copy fea- 
turing the three brassieres in the new 
Formfit line. 


nual Chicago session of the Formfit 
School of Modern Corsetry in which 
corset saleswomen, 


Another | 


Plans Sprey Royal Drive 

Using newspapers exclusively in 
its largest fall and winter campaign 
since national distribution was be- 
gun in 1937, W. & A. Gilbey, Ltd., 
New York, has scheduled a series of 
150-line advertisements ffor its 
Sprey Royal Scotch whisky to ap- 


| pear twice weekly in 43 newspapers 


in 26 cities from September through 
December. Copy will claim that 
Sprey Royal is the only nationally 
advertised 10-year-old Scotch 
whisky in America. Bermingham, 


|Castleman & Pierce, New York, is 


the agency. 


Carson Joins Maxon 
Dudley M. Carson, formerly with 


| Seiler, Wolfe & Associates, Inc., has 


merchandise | 


managers and shop owners listened | 


to talks by W. H. Lowy, vice-presi- 
dent in charge of advertising for 
Formfit; Dr. George W. Crane, psy- 
chologist; Mrs. Avis Formis, Formfit 
stylist; Jill Edwards, lecturer; J. T. 
Meek, executive secretary of the 
Illinois Federation of Retail Asso- 
ciations; Michael Michele, director 
of display for Saks Fifth Avenue; 
Elizabeth Webster Stubbs, fashion 
counselor, and Eleanor Nangle, 
beauty editor of the Chicago Trib- 
une. A special presentation of the 
new Formfit styles was made with 
Jill Edwards as guest speaker and 
including the personal appearance 
of Merlin, the artist, who has done 
all of the art work for the fall pro- 
gram. 


Goldberg to Goldman; 
Rudofker Appoints 


H. N. Goldberg, formerly with 
Fairchild Publications, has joined 
the new Philadelphia office of I. A. 
Goldman & Co., Baltimore, as part- 
ner and vice-president. The Phila- 
delphia office is in the Jefferson 
bldg., 1015 Chestnut street. 


S. Rudofker’s Sons, Philadelphia, | 


maker of men’s tuxedos and full 
dress clothes, has appointed Gold- 
man to handle its advertising. Mr. 
Goldberg is account executive. 


WHAT KINDS OF TYPE 
are best for newspaper ads 


ge7gg) 


a 
WE ASKED some of the best type 
men in the country—HERE’'S THE 
ANSWER! 


+ In this 40-page 
handbook for news- 


4 pid fla paper advertisers, 
Mt } you'll find helpful 
information on 


engravings, pho- 
art- 
work and lock- 


tography, 


up too! 
Write us about it! 
The Rapid Electrotype Company 


Cincinnati, Ohio 
Grew up with national newspaper advertising 


joined Maxon, Ine., Detroit, to 


handle publicity for the Lincoln | im-bond, Kentucky 


account. 


F lelechmann Plans 


; 


| 
| 


| 


Advertising Drive 
for New Whiskies 


New York, Sept. 12.—Three types 
of whisky and three brand names 
are being added to the line of the 
Fleischmann Distilling Corporation 
since the recent acquisition of the 
Daviess County Distillery at Owens- 
boro, Ky. Heretofore the line has 
consisted of Fleischmann’s | gins, 
Black & White Scotch whiskies and 
Pilgrim rum. 


Two of these brands, a direct re- | 


sult of the purchase of the Daviess 
distillery, are Old Medley bottled- 
bourbon and 
Daviess County brand, a 90 proof, 


| 


four-year-old Kentucky bourbon. 
The other brand, Congress Hall, is 
one which was used by Fleischmann 
before prohibition. It will be a 
blend with no whisky less than four 


| years old. 


A series of advertisements is be- 
ing released shortly for business 
papers which will outline advertis- 
ing plans for Congress Hall. News- 
papers, magazines and point-of-sale 
material will be used for both Con- 


|gress Hall and Old Medley. J. M. 


Mathes, Inc., New York, 
agency handling Congress Hall. 


Swinak Joins Wheelock 


John Swinak, formerly’ with 
Young & Rubicam, New York, has 
been named art director of Ward 
Wheelock Company, New York. 


is the | 


Plans Annual Meeting 


The annual meeting of the Pack- 
aging Institute, Inc., will be held 
Oct. 10 at the Westchester Country 
Club, Rye, N. Y. On the commit- 
tee in charge of program and 
arrangements are K. T. Krantz, 
Colgate-Palmolive-Peet Company; 
M. Derrico, Union Bag & Paper Cor- 
poration; and G. Prescott Fuller, 
Dexter Folder Company. 


| —_—w _ 
Johns Joins Federal 

Frank A. Johns has been named 
advertising manager of Federal Mo- 


tor Truck Company, succeeding 
|Stanley G. Mitchell, resigned. 
Johns is well known in industrial 


advertising circles in Detroit, hav- 
ing been connected with the Sales 
Equipment Company, and Industrial 
Marketing Counselors 
' years. 


for several 


- 


ning spoke spectacles. 


Pageant. 


DE OF QUEENS 


7 a 7 


A record crowd of 30,000 enthusiastic bike fans crowded into 
the North baseball field at Garfield Park in Chicago to cheer The 
TIMES A. A. fourth annual Bicycle Pageant 


best of the spin- 


Highlight of the day was the parade of queens, pictured above 
and the crowning of Miss Jeanne Dunne as Queen of the 1940 


The Bicycle Pageant is only one of a series of year ‘round events 
sponsored by The TIMES Athletic Association under its director, 
Marvin Thomas, as a means of entertainment and healthful recrea- 
tion for thousands of young Chicagoans. 


Chicago department stores, 
as reported by the Federal 
Reserve, showed a 7% _ in- 
crease in sales for the four 
weeks ending August 24, 
1940, over the four weeks 
ending August 26, 1939. 

Significant is the fact that 
The TIMES carried the most 
department store linage of any 
paper in the evening held dur 
ing the month of August. 


DEPARTMENT STORE LINAGE 


AUGUST 1940 


HERALD- 
\MERICAN 


145,501 


TIMES 


171,501 


NEWS 


169,974 


Business in Chicago is on 
the increase. Women buyers 
are out in force. The success 
of Chicago’s great department 
stores in attracting these 
women buyers through 
TIMES advertising is a “sell 
ing sign” for local ad 
vertisers. 


other 


One of the biggest fall sell 
ing in many years 1s 
in view. Plan your advertis 
ing to take full advantage ot 
the selling power of The 


TIMES. 


seasons 


TIMES LEADS EVENING FIELD 
IN DEPARTMENT STORE ADV. 


Furniture Style Show 
Debuts Sept. 21 


On September 21 the Home 
Furnishings Style Show, a 
feature of National Furniture 
Week, will open in Chicago. 

Basic theme of the week 1s, 
“Happiness Begins at Home.” 

The TIMES is doing its 
share towards making this a 
successful promotion. TIMES 
trucks will carry the National 
Furniture Week banner, and 
a series of promotion ads on 


the Home Furnishings Style 
Show will appear in the 
paper. 

The TIMES feels it owes 
this cooperation to the furni 
ture industry, since it is the 
leading media among Chi- 


cago’s evening newspapers for 
advertisers of furniture, home 
furnishings, and electrical ap 
pliances and supplies. For 
the first eight months of 1940, 


The TIMES earried mort 
linage in these classifications 
than the other two evening 


papers combined 


f 7 


INQUIRING 
REPORTER 


THE QUESTION: 


Do you note any difference in de- 


mand between newspaper adver- 
tised merchandise and  non-adver- 
tised merchandise ?—asked of retail 
grocers in Chicago's South Shore 
district. 

a es 


Mr. M. A. Simon, 
Mer., Simons Grocery 
& Market, Ine 
25 East 75th St 
“There's no doubt 
that the newspapers 
eate a greater de 
mand for advertised 
products It would 
he impossible to elim 
inate advertised 
brands from. this 
store. We constantly 


have to push non-ad- 


wv 


Mr. Phil Reder, Mer. 


vertised products to 
sell them -the adver 
tised products. sell 


themselves.” 


Super Fi 
2000 East 
“Oh, yes 
Advertising goes a 
long way towards 
making people brand 
In this 
store 85% ot our 
total sales is on ad 
vertised products 
Even when we offer 
unknown brands at 
cost price they won't 
sell It's the adver 
tised product t hat 
sells here.” 


ol Mart 
7h Street 
certainly 


conscious 


Mr. M. Cooper, Mer. 
Cooper & Calhendo's 
Food Center 
6757 South 
Island Avenue 
“It's only 
that should be 
a greater demand for 
advertised products 
than tor non-adver- 
tised brands Adver- 
tised products are al- 
ways in the public 
’ eye. As a matter of 
tact, my customers 
would sooner believe 
what the newspapers say product 
than 


Stony 


natural 
there 


about a 
anything | might tell them.’ 


. Philip 
Mer., David 
Company 
23 East 71st Street 
‘Sure there's a dif 
ference I've 
a «decided preference 
for advertised brands, 
especially in staple 
goods We have a 
product over there on 
the shelf that jumped 


Citron, 
Citron 


into popularity il 
most overnight, sim 
ply because it was 
well advertised. Now 
we have a hard time keeping it in stock.” 


TIMES 6th LARGEST 
IN UNITED STATES 


Average daily net paid circula 
tion of The Chicago TIMES for 
the three month period ending June 
30, 1940, as reported to the A. B.C. 
was 404,619 

This new high figure ranks The 
TIMES circulation the sixth 
largest evening newspaper in the 
United States. TIMES circulation 
when it started 11 ago 
142.000 


as 


years was 


THE %) TIMES 


PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 
SAW YER-FERGUSON-WALKER CO. 
Rd. SIDWELL DETROIT CHICAGO 


CHICAGO'S 


SAN FRANCISCO MEW YORK 


N. ANGIER 
ATLANTA 


AIR RAID! 


This unusual picture by Chicago 
TIMES photographer Al Mosse, of 
an outfielder “taking cover” from a 
long shot bounding off the bleacher 
wall, was awarded a Laurel Certifi 
cate in a Contest for Press Photog 
raphers at the New York World's 
Fair 

By shunning stereotyped and time 
worn methods of news and picture 
presentation, the editors of The 
TIMES have been able to present 
a newspaper that is different, fresh, 
and alive with human interest. 
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Advertising Helps 
United Wallpaper 
to Get Out of Red 


Chicago, Sept. 10. 
advertising program, the United 
Wallpaper Factories, Inc., antici- 
pates a still more favorable year 
than the one ending June 30 which 
showed a net profit of $320,265, 
compared with a net loss of $216,- 
197 for the previous year. 
for the year ending June 30 were 
$6,392,223, compared with $5,297,- 
132 for the previous year. 


Continuing its 


Net sales 


The current annual report is en- 
closed in a cover made of one of 
the company’s new 1941 papers. 
Following the financial pages of the 
book is an illustrated story of how 
wallpaper is made. As a center 
spread two actual samples of wall- 
paper appear, one illustrating a 
“best seller” of 1930 and the other 
representing a typical wallpaper of 
1940. 


Sales Seminars Boon to 
Armstrong Cork 

Lancaster, Pa., Sept. 10.— Sales 
/seminars conducted by the bureau 
|of retail merchandising of the Arm- 
strong Cork Company in 34 prin- 
| cipal cities throughout the country 
credit for the! 


| given considerable 


company’s showing for six months 
ending June 30 when it earned a 
net profit of $2,114,655. This com- 
pares with a net profit of $1,520,153 
for the same period a year ago. 

Certain package designs de- 
veloped by the package merchandis- 
ing and sales promotion depart- 
ment of the glass and closure divi- 
sion are credited with securing new 
business in substantial volume. 
Servel, Inc. 

Net income for nine months end- 
ing July 31 was $2,285,554, com- 
pared with $2,356,127 for the same 
period of the previous fiscal year. 


Pet Milk Co. 
| from Feb. 15 to June 15, 1940 axe | 


Net income for six months end- 
ing June 30 was $466,541, compared 


with $493,221 for the same period a 
year ago. 
Colgate-Palmolive-Peet 

Net income for six months ending 
June 30 was $1,278,230, compared 
with $1,981,038 for the same period 
in 1939. 


Jewel Tea Co. 

Net income for 52 weeks ending 
June 13 was $1,597,109, compared 
with $1,450,272 for the previous 
year. 

Pillsbury Flour Mills 

Net income for the year 
May 31 was $900,913. 

— 

Lehn & Fink 

Net income for six months ending | 

June 30 was $300,032, compared | 


a 
i 
Q 
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PACKER-CENTRAL, along with other progressive 


outdoor advertising operators, offer reduced winter rates in northern 
states during the months of December, January and February, for 


24-sheet Poster Display Advertising, at a cash saving of 25% to 33%. 


PACKER-CENTRAL do not offer additional and 


unnecessary coverage to compensate for loss in circulation due to un- 
favorable weather conditions, reduced daylight visibility and decreased 
automobile traffic. 


PACKER-CENTRAL believe a cash saving is the 


only sound and practical basis of compensation for this difference in 
circulation, and conforms with the long-established and accepted 


policy of the outdoor medium in its application of what constitutes 
adequate coverage. 


ouTDOOR 


CENTRAL 


ADVERTISING 


COMPANY 


PACKER 


ADVERTISING CORP, 
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with $307,666 for the same periog 
last year. 


Diamond Match Co. 


Net profit for six months ending 


June 30 was $1,003,236, compared 
with $1,048,247 for the same period 
ja year ago. 

Plough, Inc. 


Net income for six months ending 
June 30 was $122,234, compared 
with $150,025 for the same period a 
year ago. 


General Outdoor Advertising 


ending | 


Net income for the quarter ended 
‘June 30 was $539,143, compared 
with $605,612 for the second quar- 
ter of 1939. 


McLellan Stores Company 
| Estimated net income for 
|} months ending July 31 was $905,45” 
| compared with $938,945 for the pr: 
vious year. 
Standard Brands 

Consolidated net income for tie 


| quarter ending June 30 was $2,424 - 


006, compared with $1,792,263 f 
the second period of last year. 


Canada Dry Ginger Ale 
| Net income for nine months ena- 
ing June 30 was $771,257, compar 
with $625,817 for the same peri 
a year ago. 
Penn. Central Airlines 

Net income for six months end: 
June 30 was $122,496, compare 
with $4,883 for the same period 
year ago. 
Bigelow-Sanford Carpet Co. 


Net income for six months ends 
June 29 was $749,033. 


Standard Oil (Indiana) 

Net income for six months end- 
ing June 30 was $20,497,222, com- 
pared with $14,979,693 for the first 
|half of 1939. 


| Columbia Broadcasting System 


| Net income for six months end- 
\ing June 29 was $2,957,276, com- 


|pared with $2,732,527 for the same 


| period a year ago. 


| ; . 

Zenith Radio Corp. 
| Consolidated 
| quarter ending July 31 was $651,135. 


Vick Chemical Co. 

| Net income for the year ending 
June 30 was $2,792,165, compared 
with $2,795,896 for the preceding 
year. 


American Safety Razor 

Net income for six months ending 
June 30 was $212,447, compared 
with $426,473 for the same period 
a year ago. 


Radio-Keith-Orpheum Corp. 


Net income for six months ending 
June 30 was $220,819. 


Julius Kayser & Co. 

Net income for the year ending 
July 31 was $334,544, compared with 
759,028 for the previous year 
Brillo Mfg. Co. 

Net income for six months ending 
June 30 was $131,385, compared 


net profit for the 


...BUT HOW ABOUT 
ITS DELIVERY? 


Your potent copy, costly plates, \™ 
portant manuscripts have got to: «et 
a deadline— perhaps halfway a 05 
the continent? Use proven, de; id- 
able RAILWAY EXPRESS —trusty 19d 
fast. Right from your door to © 0% 
signee’s, without extra charge, ill 
cities and principal towns. Perte:‘ !oF 
closing date crises. Low rates. P! one. 


— 3 miles a minute. 


For super-speed use AIR EXPRE* 
Special deliver) 


Special pick-up 


RAILWAYS EXPRI 55 


AGENCY Ine 


NATION -WIDE RAIL-AIR SERVICE 
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with $147,962 for the same period 
last year. 
Celotex Corp. 

Net income for nine months end- 
ing July 31 was $305,458, compared 
with $447,174 for the same period 
a year ago. 

Timken Roller Bearing Co. 

Net income for six months ending 

June 30 was $4,996,546, compared 


with $3,422,370 for the same period 
of 1939. 


W. T. Grant Co. 

Net income for six months ending 
July 31 was $819,080, compared with 
$769,934 for the first half of the 
preceding year. 

Hecker Products Corp. 


Net income for the year ending 


June 30 was $801,843, compared 
with $1,969,903 for the previous 
year 


Lerner Stores Corp. 

Net income for six months ending 
July 31 was $529,474, compared 
with $579,459 for the same period 
a year ago. 


Mandel Bros. 


Net loss for six months ending 
July 31 was $56,092, compared with 
a net loss of $48,175 for the same 
period in 1939. 


National Dept. Stores 

Net income for the year ending 
July 31 was $684,011, compared 
with $143,567 for the previous year, 


Time, Inc. 

Net income for six months end- 
ing June 30 was $2,287,371, com- 
pared with $1,815,076 for the first 
half of last year. 


Hudson Motor Car Co. 

Indicated net loss for six months 
ending June 30 was $1,820,199, com- 
pared with a net loss of $1,751,675 
for the same period a year ago. 


Gar Wood Industries 


Net income for six months ending 
June 30 was $302,289, compared 
with $102,552 for the first 
months of 1939. 


Union Pacific 

Net income for six months ending 
June 30 was $3,858,664, compared 
with $2,936,535 for the same period 
a year ago. 
Pepperell Mfg. Co. 

Net income for six months ending 
June 30 was $1,121,505, compared 


with $871,433 for the same period 
last year. 
Bulova Watch Co. 

Net income for the quarter end- 
ing June 30 was $552,085, compared 


with $263,911 for the same period 
a year ago. 


First National Stores, Inc. 


Net income for the quarter end- | 


ing June 30 was $664,565, compar- 


ing with $713,794 for the compar- 


able 1939 period. 
Mead Johnson & Co. 


Net income for six months end- 
ing June 30 was $816,240, compared 


Loiminaid? 


IN THE 9 RETAIL MARKET 


STP 


The Northwest's Leading Radio Station 


—w/\—_- 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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with $904,575 for the first half of 
1939. 


S. S. White Dental Mfg. Co. 

Net income for six months ending 
June 30 was $120,991, compared 
with $51,447 for the same period last 
year. 

Chesapeake & Ohio 

Net income for seven months end- 
ing July 31 was $18,618,761, com- 
pared to $8,328,632 for the same 
period a year ago. 


Braniff Names Potts 


The R. J. Potts Advertising Com- 
pany, Kansas City, has been ap- 
pointed to handle the advertising of 
the Braniff Airways, Inc. The main 
effort will be made through maga- 
zines and newspapers. 


Choose Favorite 
of Great Artists, 
RCA to Layman 


New York, Sept. 11.— Urging 
music lovers to “choose the instru- 
ment great artists choose,” RCA 
Mfg. Company began this week a 
magazine campaign featuring new 
1941 models in the RCA Victrola 
line. 

Color spreads this week in Col- 
lier’s and The Saturday Evening 
Post began the drive. Black and 
white pages are also slated to ap- 
pear in American Home, Esquire, 
Good Housekeeping, House & Gar- 
den, The New Yorker and Time. 

Copy stresses RCA’s 42 years of 


leadership in producing phono- 
graphs and_ radios. Advantages 
claimed for the new models include 
“beauty and fidelity of tone, excel- 
lence of cabinetry, trouble - free 
service and reasonable price.” 


The opening insertion pictured 
Mr. and Mrs. Lauritz Melchior 
listening to their RCA Victrola. 


Other artists whose pictures are 
used elsewhere in the copy include 
Arturo Toscanini, Kirsten Flagstad, 
Serge Koussevitzky, Artie Shaw, 
Lily Pons, Hal Kemp, Lotte Leh- 
mann, John Charles Thomas, 
Tommy Dorsey and Larry Clinton. 
Lord & Thomas is the agency. 


Baker to Swan Studios 


William Baker, illustrator, has 
joined the Swan Studios, Chicago. 


Seeds Adds Two 

Grace Hammill, formerly with 
Roche, Williams and Cunnyngham, 
has joined the staff of Russel M. 
Seeds Company, Chicago, as con- 
tinuity writer, and Mel Williamson 
has been added to the production 
staff. Del King, agency announcer, 
has been made head of the publicity 
department, with Paul Larmer and 
Ed Bottelson as assistants. Ray- 
mond E. Jeffers, who has been han- 
dling publicity, is now engaged in 
special program research work. 


G-E Officials Retire 

E. Arthur Baldwin and Otto 
Pruessman, vice-presidents and 
European and Far Eastern managers 
respectively, of the International 
General Electric Company, have 
retired. 


Posed by Beverly Gross, “Miss Oregon” Golden Gate Exposition. 


120,000 
415,000 


110,000 


105,000 
104.000 | 
95,000 i 
90,000 ‘- 


so FAST... 


You've heard about the city child who has never 
seen a cow. Well, believe it or not, many a youngster 
out here in the Pacific Northwest has never, in his 


whole life, seen an Indian! 


But don’t get the idea that the Oregonian Market 
of today lacks color—or virility. It has developed 
it isso BIG... 


essential respects that many a buyer of advertising 


. So UNIQUE in most 


space has not yet brought his conception of the 


potentialities of the Oregonian Market up to date. 


In all America there is no other market quite like 


this. Think of a huge, natural geographic area with 


an integrated population of a million-and-a-half people dominated by 


one major center of population. 


__| This is the Oregonian Market—and one newspaper will deliver this 


market to you—the newspaper the people of the Oregon Country have 


| read and believed in since there was a market. 


1933 1934 1935 1936 1937 1938 1939 1990 


Yes! Oregonian daily cir 


ing! And bear nind we've never bought a 
single subscriber. In our case the subscribers do 
the buying—and they subscribe because they want 
The Oregonian. There's a moral here somewhere 


for advertisers who want newspaper readers who 
will buy what they have to sell! 


. THE OREGONIAN 


culation is still zoom- 


The Great Newspaper of the West « Portland, Oregon 


PAUL BLOCK & ASSOCIATES, National Representatives 
New York, Chicago, Boston, Detroit, Philadelphia, Cincinnati, San Francisco, Los Angeles, Seattle 
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Court Confirms HELPS GET MERCHANDISE OFF SHELVES 


Corning’s Claim 
to Word ‘Pyrex’ 


Corning, N. Y., Sept. 10.—An 
amendment to a recent decision of 
the United States Circuit Court of 
Appeals in St. Louis rules that the 
word “Pyrex,” a trademark of the | 
Corning Glass Works, is not public | 
property, the statement saying, “We | 
are not holding that the word has | 
ceased to exist or lost its validity | 


een 


dollars have since been spent to ad- 
vertise it. 

Obear-Nester Glass Company of | 
St. Louis originated the suit, charg- | 
ing infringement of its trademark 
“Rex.”” The Federal District Court 
ruled in favor of Obear-Nestor. 
When Corning carried the case to 


as Corning’s trademark.” oe 
The word was adopted by the | rie, 
company in 1915 and millions of | Fg 


\caleat 
Veter 
Le ey 
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the United States Circuit Court of 
Appeals the decision was reversed 
unanimously. Plaintiff's petition for 
a rehearing was denied. 


Advances M. Burnham 
Milton Burnham, assistant adver- 
tising manager of the Pacific Rural 


Press, has been promoted to sales | 


promotion manager. 


} 


\ 


YY 


New carton for Westinghouse warming pad, in which the elongated hexagonal 


shape is used to lend eye and counter appeal to a difficult product. The new 
carton, in three color schemes, takes the place of three unrelated packages for- 
merly used. It was produced by Robert Gair Company. 


AN ship in the Association of National 
A Elects Royal Advertisers, Inc. Wesley H. Beck- 


Royal Typewriter Company, New | with, advertising manager, will rep- 


| York, has been elected to member- | resent the company. 
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| Hollywood 


From Bars to Fabulous In 
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Bence 


been one 


1905 the Los Angeles Examiner has 
of the leaders which brought movies 
out of barns and back streets into a great world 
industry: a $200,000,000 annual investment with 
a $350,000,000 annual income and all but two 
major U, S. studios located in and around Los 
Angeles. 34,624 persons are employed in mo- 
tion picture studios here, with $39,588,664 in 
wages and salaries to spend for daily necessities 
The Examiner is the weathervane 
The 
world-wide syndicated column of Louella Par- 
the 


and luxuries. 
of this fabulous, swift-moving industry. 
sons, brilliant studio chatter of Harry 
Crocker, the social news of moviedom by Ella 
Wickersham, are daily features. Southern Cali- 
fornia is one vast single community, bound to- 
gether by climate, industry, agriculture and oil. 
Small wonder then that so many folks in this 
one rich community look to its great newspaper 
... the Los Angeles Examiner . . . for its read- 


ing, its buying advice. 
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ner soni sion! LYS ANGELES EXAMINER 


Thee the Other @ Seethers Colifernie 
Seadey Pepers Combined 


Gad, AT A LOWER RATE! 


"| 566,175] 92 
559,854 


1.495 
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Represented Nationally by the 


= | RODNEY E. BOONE ORGANIZATION 
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Reported by the 


Argentine Shoes 
for America 

There is little evidence at the 
present time that there may be an 
influx of cheap shoes from the Ar- | 
gentine, according to Hide and 
Leather and Shoes for Sept. 7, but | 
better grades of footwear from the | 
Latin-American country are now 
‘entering the American market for | 
|competition. One manufacturer al- | 
/ready has arranged for deliveries of | 
/merchandise which will retail for | 
1/30 to 40 per cent less than current | 
domestic prices. 

The situation is unusual in that | 
the Argentine shoe industry has | 
sufficient outlet at home for its | 


larger market for its quality wear 
while it is educating the local field 
to the advantages of high-grade 
footwear. One large chain operator 
is moving in that direction now. 
Another manufacturer, who 
opened up a chain of stores especi- 
ally to do an educational job to 
show other dealers that better 
grades of shoes could be sold suc- 
|cessfully, is withdrawing from the 
| retail field and turning his attention 
'to the American market. Following 
/an extensive survey of the Ameri- 
|can market, an enterprising ex- 
porter has made connections with 
this manufacturer and arranged for 
a production of 300 pairs daily for 
shipment to the United States with 
provisions for doubling the produc- 
|tion if the demand is great enough. 


Letting Employes 

‘Find the Answer 

Placing the responsibility upon 
,employes to solve the problems 
|which interfere with the routine of 
| their work has been successful in 
clearing up grievances in_ the 
Michigan Carton Company, Battle 
Creek, Mich., as related by F. H. 
Stowitts, production manager, in 
the September Factory Management 
and Maintenance. 

The experience developed out of 
trouble which had been occurring 
in the glue room and even though 
the superintendent had called in the 
employes to consult with them on 
the problem, results were not al- 
together satisfactory due to re- 
ticence in talking critically with 
supervision present. As an alterna- 
tive, a committee of nine who had 


|the respect and confidence of their | 


'fellow workers was selected from 
‘the department to meet once a week 
|for 10 weeks to analyze the jobs 
‘of their department, define the 
duties of each job, and set up the 
necessary information § regarding 
standards to be maintained. 

The analysis of each job was 
mimeographed and a copy given to 


j}each employe in the department. A | 


|letter was attached calling atten- 
tion to the importance of the prob- 
‘lem, and giving the committee’s 
| Suggestions as to the standard du- 
ties and responsibilities of each job. 
|The results have been gratifying, 
and complaints and mix-ups and 
,other problems have been _ prac- 
tically eliminated. The same plan 
has been inaugurated in the cut- 
ting department with similar suc- 
| cess. 

The experience has convinced 
the management that when a way is 
| provided and workers are convinced 
| that their ideas are desired and will 
| be respected, they are anxious and 
| willing to contribute their thinking 
to the solution of operating prob- 
lems. 


| Saving Money on 

‘Painting Car Fleets 

| In the wide distribution of food 
products such as groceries, teas and 
coffees, the consumer appeal of the 
salesmen’s passenger cars or sedan 
delivery trucks is an important fac- 


| 
| The Business Digest 
Significant Developments in Trade and Industry as 


Edited by RALPH O. McGRAW 


itor in increasing sales. j 
/of design and its practicability from 


cheap shoe production but needs a | 


7 


Business Press 


Uniformity 


a maintenance standpoint are also 
important considerations affecting 
sales and vehicle repainting ex- 
pense. 

How C. D. Kenny Company, Balti- 
more, a wholesale grocer with 42 
branches throughout the country, 
standardized the painting of its 
salesmen’s automotive equipment 
and reduced charges for specia| 
color is outlined in the September 
Food Industries. Briefly this was 
accomplished by setting up a stand- 
ard color combination for the vari- 
ous types of cars used by the field 
force and placing these on file at «|| 
assembly plants of the automotive 
|/manufacturers whose equipment is 
| used. 

Each order for a new car, regard- 
\less of which branch placed it, re- 
|quires that it be painted in accord- 
ance with the Kenny specifications 
on file at the assembly plant. Done 
|in this manner, the manufacturer 
|makes no extra charge for the 
| Kenny special colors and thus saves 
| the company from $20 to $25 per 
| unit. 

Uniformity of lettering which is 
done locally, is obtained with decals 
and a standardized layout drawing 


|Women Give Views on 
Chains vs. Independents 


Why the women of Winthrop, 
Mass., patronize chain and _ inde- 
pendent grocers is given in a report 
of a letter survey made among 
them by The Yankee Food Mer- 
chant as published in the September 
issue. The city has 18,000 popula- 
tion and is located six miles from 
|Boston, so that competition from 
metropolitan stores is a factor. 

The chief reason given for patron- 
izing chain grocers appears to be 
the matter of price. This applies 
especially to staple items which a 
number of women feel are fresher 
in the chain stores because of 
greater turnover. The weak point 
|in the complete service of the chains 
seems to be in their vegetable and 
meat departments, where quality is 
said not to be as high as with inde- 
|pendents nor as consistent. Cour- 
tesy is lacking in the chains, ac- 
cording to women who like to be 
greeted by name, with a smile, and 
a cheery “Good Morning”; others 
say not. 

Those who do most or all of their 
trading at independent stores in- 
clude among their reasons. such 
points as: find savings at chains 
negligible; convenience; canned 
goods better quality; dislike clerks 
in chains; like to patronize home 
people; delivery service; can get 
fancy items or owner will order 
what you want. 

No summary was made of the 
answers, but one point which stood 
|out was that only six of the women 
‘replying buy everything from chain 
stores. Because of this, the pub- 
lication concluded that independent 
merchants have an excellent oppor- 
tunity to improve their business by 
adopting more progressive met ods 
of merchandising and advancing the 
standards of their stores in attrac- 
tiveness and display. 


School Uses Newspapers 
The Henry George School, New 

York, is using New York newspa- 

pers to promote enrollment in i 


free course for adults in funda- 
mental economics. Artwill Com- 
pany, Advertising, New York. di- 


rects the account. 


MAILING SERVICE 


| 


Multigraphing — Filling-in 
Addressing—Mimeograph ng 


THE LETTER SHOP, Inc. 


| 440 Se. Dearborn St. Wabash 
: CHICAGO 


TORONTO 
MONTREAL 


WINNIPEG 
LONDON. Eng 


J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA | 


* ADVERTISING AGENTS | 


Ti 


1 i DS ey ‘ 
; cP . : PSA a ae gee A 2 Sa a we nee 
ee? : ; wes : ae : = rad og : : : 2 ee yaar 2. Se te Gl De eae deel ee Bn oh ae ee ee a se Nee : rs 2 ah SS + 
a eer Ps 
= 
_ | eas nti a ‘. 
a } ae ag ae emp eae 
ae. me av ee rk ta ee sg 
ee srs 4 si fe ae F ds: f ote 3 
bg — re ee om 
= &g Ss a Aa Ee 
’ - - 7 i ie. a Di | 
, ai li <ehalie,  oey ce eee : ae | 
cfs, rs s . me tioox vee on 4 —_— _ m ER , es, 
— : Nhat Tino ee , - . . " Teg 
, A. agamieg ee ‘ a a. 
a E gn gs el vail ti 
.. az : Rewaeande ee Pe ; Dita aon Poe - « 
; y A 2 ag ie e s ‘ _ cc -\ / y i x oes 
SS 5 A on me . . . a 
Pa 
4 t 
es 
be i . 
oJ’ 7 
4 ¥ fe i" a # . (oa * 
‘ i 2 - a . ; e ° 
‘ 4 ee a CF : pa \ itn a9" : ti ea 
baie: 7 JAKES Ta. a ee 
: V- gt aig , Bi: _ al ee 
Sei —s aes ns mnie, ey * iy oaks IP yds a . 4, 
or Bee fe; ’, EGE: 4 cme an Ce rn 5 “a 
a . a aa a nr a ia | 
ect | 
sie 8 
 . jaktatiae | 
- | a 
ee eee 
‘em 2 
: ey y ee 
Face Olle 
aia 
= » = ee | «x 
3 _ : = 
o —— ee ee - ei awa 
rm oul 
nal ats ~ 
| ee : 
* ovies- | 
i ee 
ql a are ae ; — 3 ae — ae a? one 4 
a Pi aa i id Ps =’ ee — — = ) “fal 
‘on E ey ‘ - : : oe - “ aa i * = = ; | " + “# . 
oa Tae ; a ” —_—_—_=” — f A ‘yy \ 3 
ay 7 ' “= Py ' : aw ae - e ‘ “ “ »\ 
; i : : wats wai : 2 . d “ ' { 
fei bee “ a a Pe (25% es , | 
: é 4 = } * bs | f 
eS : al a" * 4 r a ' wk — 4 
pre. og Oe Z a, a 
r ‘ wy / ea “ss ad * mie" { “<> - i 
. , ae —- a ee, 4 " 
—— ae — : > ‘ iy 77 
SF 7 2 “ nee g—£, “a ai, | 
bs ; , “ee ty Sf ° oe ' i i | 
es i a _ 2 ~ Ane. ‘ ' F | > Ly ic 
— <@ = : LAG 5 , ¥ | 
> i gq * RA ~< J a 
a 3 ™ 4 Pape , ff i “Ag uo # = ‘ 
*, 4 re 7 i$ ee. . : " ’ ’ ; it : j 7 s — 6: ’ ( a te ae — 5 I 
i? oad é . ‘Zz 7 7 : t 4 te Wy $e on ” P ; - u 
te ? 2 es ii “ee } ’ | ; fi Me whe 4h , 
ee Oe -t * Tee Me hii ! , JL ‘ s 
‘ a . Hy P 4 0 
ee - - 7 Gu 
; Z a r4 t br yr .. * a 
. a aM & a $ 
" 5 7 - : * 
ee . % rf y + oa Mh » b 
. er ? at. 2 : : t 
fee ) “ yi 
“ 7 5 , . J 3 + - va 
i a ioe 4 4 W 
o. ee ss mais p ee Je q : 
Hay ae . 
Pewee, ; Fe s 
potas “Sade Eide ‘ ae 7 
ig celal : é 
cai - : T 
3 om J a 4 _ a j Or 
rs me : ? : “ j SC 
= ee ve j 
q se ar’ a j 
—_—° a C 
7 a ru 
n, 
. nat oe 
a : _————— E 
7.4 . — ye 
ne I 
Po 
| ee ee 
| ee 
LOS ANGELES SUNDA [  — 
- EXAMINE ae at HA Mu 
; | acoae mi 
: | | , 
Td ee TE eee 
— \_——————— : 
a ! f 
47 _ aac te < Fahey 24s Ak oS ae Rg er x Pe 9 goes, Ri a is ere « ’ : a % iy 
: - 2 Fe ee ke ee sa F eH 4 = Sad od Pie ve tay ed bog ty #5; * Mosliesees fe co ra * i ¥ z= ay lg a 
7 : ; # % ; c a 523 . es t" Ln So . i > = 4 ces as 5 ne 9 ee 1 Ly J J ger: conten *ie +g ; a 


‘Op, 
de- 
ort 
ong 
ler- 
ber 
ila- 
rom 
rom 


ron- 
» be 
alies 
th a 
sher 
. of 
0int 
lains 
and 
ty Is 
inde- 
‘our- 
, ac- 
io be 
, and 
thers 


their 
s in- 
such 
*hains 
ined 
clerks 
home 
n get 
order 


of the 
stood 
women 
. chain 
» pub- 
endent 


yiCE 


ing-in 
phing 


' Inc. 


abas! 


a 


pare 


M 


“I 


September 16, 1940 


5 
. 

* 
eS 


ADVERTISING AGE 


~ 


Enough Liquor to 
Float Battleship 
Sold by State 


‘Pittsburgh Press’ Anal- 


yzes Trend in First 


Half 


(Chart on Page 35) 
Pittsburgh, Sept. 12.—The dream 


|Orchard was again second, but Tom 
| Walker’s Three Rivers, which has 
|been gaining persistently on all 
|rivals for many years, came from 
|\fourth to third place. In the last 
half of 1937 this brand was 20th in 
popularity among bourbon lovers. 
;It worked up to 15th during the 
first half of 1938 and during the last 
six months gained ten notches to 
rank fifth. It declined to sixth place 
during the first half of 1939, then 
came again to win fourth position 
in the second half. 


Other Leading Brands 
Other leaders as reported by the 
survey are as follows: Corn whisky, 


of the distiller has finally come true, Kasko’s Country Gentleman; blends 
the Pittsburgh Press reports in its |of all whisky, Gibson’s Rye; Amer- 
tenth semi-annual analysis of liquor |ican dry gins, Continental’s Chilton; 


sales in Pennsylvania, covering the 
first half of 1940. During this six- 
month period, Pennsylvanians 
bought 6,463,485 gallons of liquor— 
enough to float the 21,000 ton bat- 
tleship Arkansas, and 273,904 gal- 
lons more than were sold in any 
previous six months. The value was 
roughly $45,000,000. All figures in 
the survey came from the Pennsyl- 
vania Liquor Control Board. 
Blends of whisky and spirits are 
almost three times as popular as 
* any other combination, the analysis 


indicates, accounting for 45.4 per 
cent of the total volume. Rye 
whisky ranked a bad second with 


imported gin, Booth’s 
Lords; American grape brandy, 
Greystone Cognac type; American 
apple brandy, Laird’s 3 Star; im- 
ported cognac and brandy, Hennessy 
3 Star; sloe gin, Old Mr. Boston; 
American rum, Figaro; imported 
rum, Red Heart; American ver- 
mouth, Spatola; imported vermouth, 
Martini & Rossi; gin specialties, Old 


House of 


Mr. Boston; rock and rye, Gray’s 
American Spirits. 
Seagram Distillers Corporation 


sold more whisky and gin than any 
other company during the first half, 
its nine brands aggregating 995,278 
gallons, or 16.1 per cent of the total. 
Seagram also ranked first in 1939. 
National Distillers Products Corpor- 
ation again was second, its 20 
brands selling to the extent of 764,- 


400 gallons, or 12.3 per cent of the 
aggregate. Schenley and Gibson 
again came in third, but Calvert 
Distillers Corporation 
sixth to fourth. Continental Dis- 
tilling Corporation dropped from 
fourth to fifth and Oldtyme from 
fifth to sixth. 


Vote on Dental Advertising 


| The Michigan State Dental So- 
ciety lost its fight to block an 
initiatory referendum on legislation 
designed to restrict dental advertis- 
ing when the state supreme court 
held that the referendum demanded 
by opponents of the 1939 act must 
be held and that the secretary of 
|state has no power to make any in- 
|vestigation of the merits of ref- 
‘erendum petitions filed with him. 


forged from | 


Morton Clark Heads 
Artkraft Sign 


Morton L. Clark has been named 
president of the Artkraft Sign 
Company, Lima, O., continuing as 
sales manager. H. C. Cattrell has 
been named general manager, suc- 
ceeding D. J. Ramers, who has been 
named vice-president and general 
manager of the Davidson Enamel 
Company, Clyde, O., affiliate of 
Artkraft. Ramers also will be 
chairman of the board of Artkraft. 


Share Richmond Plant 


The Times-Dispatch, Richmond, 
Va., is sharing the plant of the 
Richmond News Leader following 
merging of the plant facilities Aug. 
31. John Stewart Bryan is pub- 
lisher of both newspapers. 


| 


only 16.6 per cent and bourbon was | 


a poor third with 11 per cent. 
Tastes for other alcoholic beverages 
ran as follows: 


| 
| 
| 
| 
| 
| 


American dry gin, 7.7 per cent; | 


American bottled-in-bond, 7.2 per 
cent; blends of all whisky, 4.5 per 
cent; imported Scotch, 2.1 per cent; 
other whiskies, 2.1 per cent; other 
liquors, 2 per cent; 


| 
| 


Canadian | 


whisky, 0.7 per cent; sloe gin, 0.7 per | 


cent 


Kessler Holds Lead 


spirits, Kessler’s Private (Seagram) 
maintained its traditional lead, no 
less than 826,991 gallons being sold 
to account for 28.1 per cent of the 
business in this classification. Green 
River (Oldtyme) ran second again, 
with 295,490 gallons, or 10.1 per 
cent of the total, but Old Drum 
(Calvert) forged ahead of Calvert 
Special to take third place. Old 
Harbor (Continental) again wound 
up fifth. The decline of Calvert | 
Special illustrates the favorite the- 
ory of distillers that a price of more 
than $1, including tax, militates 
against success. The Special sold at 
$1.08 per pint, while all of the other 
brands named were quoted below 
the dollar level. 

In the rye field, top rankings 
were unchanged, Four Kings (Kas- 
ko) holding its lead without diffi- 
culty in view of sales of 234,728 


| 


Among blends of whiskies and | 


gallons, or 21.9 per cent of the total. 
Town Taverns (Overholt) was sec- 
ond and Old Prentice, of the same 
source, was third. 

Among  bourbons, Schenley’s | 
Cream of Kentucky continued to 
run far ahead of the field, account- | 
ng for 241,015 gallons, or 33.9 per 
ent of the total. Overholt’s Crab | 


The October 1940 Issue of 


Molor West 


will be the 


Annual New-Car 
and Show Number 


t will have an enlarged distribu- 

throughout the Far Western 
otive sales and service trade 

w restocking for 194i bus 

ind at the New York, Los Angeles 

d San Francisco Shows 


siness 


ertising copy for the Show 
» can be handled as late 
oon Monday tober 7th 
Du! earlier copy is suggested 
rder that we 


may have an 
Spportunity to submit proofs 
tor O. K. before press time 


MOTOR WEST PUBLISHING CO. 
808-809 Rives-Strong Bldg. 
Los Angeles, Calif. 


An Extra Million Dollars A Day! Gigantic orders are pouring 
into the “Golden Horseshoe”, the vast industrial empire 
served by WJR Detroit and WGAR Cleveland. During the 
past two months alone, these contracts have soared more 
than fifty million dollars above normal . . . assured still fatter 


pay envelopes, still greater buying income for our workers. 


f re HE 


Phar 


THE FRIENDLY 


am 


GOODWILL STATION 


‘STATION © 


*“What Are The Best Test Cities?"’ Sales Management Magazine asked 
162 advertising agency men. Of the 18 cities over 100,000 popu- 
lation named in the East North Central territory, nine are located 
within the “Golden Horseshoe.” See that your next test reaches 
all nine of these important test cities (plus 6 more test cities under 
100,000 ). See that WJR and WGAR, the Great Stations of the 
Great Lakes, are included in your next radio schedule! 


“What's the Midwest got on the rest of the U. S.?” 


“Mac, you're an A No. 1 client! Never had a radio 
schedule accepted so quickly in my life.” 


“Just sensible, Bill, We know most of the new 
money is going into heavy industries. Even now, 
buying power of their workers tops every other 


group. You've shown 


Where do I sign?” 


me how economically 


WJR and WGAR will put our advertising into 
two of the most prosperous industrial centers. 


WHO WANTS 5,000 


shoe" 


Talk about merchandisers! The $5,000 druggists of the “Golden Horse- 
sell more than a hundred million dollars in drug products every 
year. Surveys show them partial to radio advertising ... particularly over 
WIR and WGAR, the stations they say “send in” the buyers. 


LIVE DRUG OUTLETS? 


es. | 


New Yorkers Don’t Smoke nearly as many cigarettes as are consumed in the “Golden 
Horseshoe.” Here, we sell twelve billion a year... half again as many as sold in 
the city of New York. Money to spend for everything from ciggies to cabriolets 
...» that’s your “Golden Horseshoe” prospect reached by WJR and WGAR. 
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Premium Volume 


Up; Expect Sales 
fo Hit 500 Million 


Nationally Known Pro- 
ducts Make Best Sales 


Helps, Is Concensus 


New York, Sept. 12.—That the 
use of premiums is still on the up- 
grade, with no decline in sight, was 
evidenced here this week at the 
sixth annual exposition and round 
table conference of the Premium 
Advertising Association. Premium 
sales volume during the first six 
months of 1940 was 10 per cent 
ahead of last year, according to 
Howard W. Dunk, secretary of the 
association, and_ sales _ totalling 
$500,000,000 are anticipated by the 
industry for the calendar year. The 
1939 total was $400,000,000, he said. 

Buyer registration at the exposi- 
tion was well ahead of last year. 
About 100 manufacturers had dis- 
plays at the show, and exhibitors 
shared Mr. Dunk’s optimism as to 


business prospects for the remainder 
of the year. 

Consumer groups that object to 
the use of the emotional appeal in 
advertising often overlook the fact 
that they themselves use an emo- 
tional appeal when they stage a 
benefit to raise funds, Earle Pear- 
son, general manager of the Adver- 
tising Federation of America, told 
the group Tuesday. 


Must Use Emotion 


Declaring that organized groups 
which have attacked advertising 
have claimed that it raises the price 
of advertised products, is not al- 
ways informative and has too much 
emotional appeal, he pointed out 
that “those who are responsible for 
sales policies of companies selling 
to the consumer know that they 
cannot afford to overlook the im- 
portance of the emotional appeal in 
advertising and selling.” 

Mr. Pearson added that premium 
selling “is a lure business pure and 
simple. It contains little or no in- 
formation about the product it is 
intended to sell. It may, or may 
not, add a few cents to the cost of 
the product. It can’t be denied that 
the use of premiums adds to the 
cost of doing business. It may be a 
very necessary cost and certainly 
the volume of business done in this 


answer session. Also addressing 
the group was Prof. J. Robert Hil- 


TAKES AIR POST 


gert of Pennsylvania State Col- 
lege. 
John Hosch Jr., of J. Walter 


Thompson Company, supplied the 
meeting with his definition of the 
ideal premium. It should be an ob- 
vious bargain, possess extreme use- 
fulness, possess beauty or attrac- 
tiveness, if of a personal nature 
|'should make the woman receiving 
it feel it has made her more attrac- 
tive, and not leave the recipient 
disappointed because the premium 
does not measure up to her expecta- 
tions. A good premium should 
| Possess at least three of these char- 
acteristics, he added. 
| Another forum speaker, M. B. 
Conant, Revere Copper & Brass 
|Company, declared that the trade 
does not generally object to the use 
of a regularly advertised product 
: as a premium. He said that the 
oS, of Bing ag oo |\trade has become educated to the 
aemed pa Bhar se . Tired of Braniff | belief that the national advertising 
Airways, Oklahoma City. |which premium items receive aids 
|rather than harms regular sales. 


Paul D. Niles, formerly in the sales pro- 


“Customer Always Right” 

| Forum speakers were almost 
unanimously in agreement that “the 
customer is always right” regard- 
less of what her complaint is with 


field would indicate that it is a} 
sales stimulus of proven value.” 
Feature Round Table Discussions 


The round table conference fea- 
tured a forum of 13 premium sell- 


ers and buyers in a question-and- advertiser and manufacturer agreed 


that in most cases a new premium 


com? 


* for HOTELS 


On November 11, 1939, the Saturday preceding the 1939 


A BUYER’S DIRECTORY 
* for RESTAURANTS 


_ HOTE 


RESTAURANT 
: MANAGEMENT 


ee ae —~——- a 
BUYER'S | 


— 


<meteano PeOrIit es 


DIRE 


ear * 


The Restaurant 


National Hotel Show in New York, the announcement thick, informative 
reproduced above appeared in the columns of Hors ber 7th to coinei 


WortpReview. It informed all and 


hotel and restaurant industries would each have a Buyer's 


Directory. 


According to this announcement, Restaurant Manage- 
ment was to publish the Buyer's Directory for the restau- 
rant business and Hotel Management was to do the same 


job for hotel buyers. 


Restaurant Show 
ONE DOWN . 
The Hotel Buy 

after the 

appearance on Mz 


sundry that the 


lished as the Ma 
tremendous job o 


r 


EXPERIENCE 


tory. 


R.B.D. FACTS seee 


IS A TOUGH TASKMASTER 


It's been no small job to compile the informa- 
tion necessary for the Restaurant Buyer's Direc 
' Here are some pre-publication facts which 
will show how much of a contribution the Restau- 
rant Buyer's Directory will make to the business. 


began six months 
As the largest 
in the country, A 
ified to publish tl 
Going to more 
buyers, including 


buying factors. 
ken record of 19 
Directory will ha 
buyers. 


HOTEL BUYER’S DIRECTORY 


Published by AHRENS PUBLISHING COMPANY ®& 


999 


East 


Restaurant 


of the Midwest Hotel Show in Chicago. 


subscribers, it will reach the cream of the country’s hotel 
Because of Hotel Management's unbro 


Here's How the Data Is 


should be sent, or money refunded, 
even if no evidence can be found 
to justify a complaint. 

The speakers also agreed that 
pre-testing of premium offers ought 
to be made among women, for their 
viewpoint determines the success or 
failure of any bargain offer. As 
Mr. Hosch pointed out, this advance 
judgment is particularly important 
in the case of gadgets. 

Thomas Dunnington, of Ruth- 
‘rauff & Ryan, expressed the view 
that the regular retail value of a 
premium should be mentioned if 
there is a regular retail price. If 
| the premium is specially manufac- 
j tured and not sold through regular 
channels, a fair price can be deter- 
mined by asking a _ representative 
group of women to set a value on 
the product. If no definite value 


i 


lS 


Grade A Egg Labels 


respect to a premium offer. Agency, | 


— 


can be determined, copy should 
omit mention of price rather than 
risk misleading and offending pur- 
chasers. 
E. G. Bently of Brown & Wij- 
liamson Tobacco Corporation, and 
Ford F. Robinson of Premium Sery- 
ice Company, agreed that nationally 
advertised merchandise is preferred 
for premiums, other things being 
equal. In some cases, advertise 
are willing to pay more for an iden- 
tical or similar product if it his 
wide acceptance through natio 
advertising, they said. 


Wisconsin Supplying 


Wisconsin poultrymen who qua!- 
ify are being supplied by the state 
department of agriculture with the 
official state brand label for gra 
A eggs. The label has a blue bac':- 
ground, on which is a red map of 
| Wisconsin, with a large egg cen- 
tered on it from which radiates 
beams of golden sunshine, and the 
words, “Eat eggs, sealed packages 
of sunshine, Wisconsin, grade A.’ 

Large labels for 30-dozen egg 
cases have the same design as the 
smaller labels for use on one-dozen 
cartons, but also carry the name and 
address of the packer or distributor, 
the candling date and the initials 
of the candler. 


Future of Employe 
Magazines to Be Traced 


Future trends in employe maga- 
zines will be traced at the 22nd an- 
nual meeting of the employes pub- 
lication section of the National 
Safety Council at the Hotel Ste- 
vens, Chicago, Oct. 8-9, to be held 
in conjunction with the council's 
congress and exposition that week 

Among the speakers will be H. J 
Higdon, advertising manager of the 
Phoenix Metal Cap Company, Chi- 
cago, and editor of the “Phoenix 
Flame”; James W. Irwin, assistant 
to the president of Monsanto 
Chemical Company, St. Louis; Wal- 
ter E. Scott, managing editor of 
General Motors’ pictorial magazine, 
“GM Folks”; Carman T. Fish, edi- 
tor of National Safety News; T. S 
Maffitt Jr., safety manager of the 


Houston Oil Company of Texas, 
and L. O. Cheever, editor of the 
“Morrell Magazine,” John Morrell 


& Co., Ottumwa, Ia. 


STATEN 
ISLAND 


Buyer's Directory is completed—a big, 
fund of buying data. It appears Octo 
de with the opening of the National 
in Chicago, 

AND ONE TO GO! 


f 
# 
Z 


BROOKLYN 


er’s Directory, patterned very closely 
Buyer's Directory, will make its 
irch LOth—to coincide with the opening 
It will be pub 
rch issue of Hotel Management. The 
f collecting material for this Directory 
ago, 

publishers of institutional magazines 
hrens Publishing Company is best qual 
wse two Directories. 

than 10,000 of the top flight hotel 
Hotel Management's 8536 (A. B.C.) 


HE 


years of accuracy, the Hotel Buyer's 
ve immediate acceptance from the top 
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manufacturers using more advertising . or Our proauct riqnt now. 
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can make more money 


ing America’s !0th ranking market 
right here in North Jersey . . 
with side door drives in high priced media. 
sistent schedule in the Newark News will work wonders 


is the only paper you need 


readers that stick 
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New York @ Chicago @ Detroit @ Los Angeles @ San Francisco @ Atlanta 
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. point. Most of the editorial content Warme Prom te 
SMASHING DRIVE Newspaper Study Hotpoint Starts will be devoted to stories and pic- . ¥’ © 2 oted by 
: No. 21 Issued tures about Hotpoint retailers and Pontiac Division 
- Advertising Research Foundation Monthly Paper their sales activities. Paul W. Warmee has been ap- 
C0 rue: ews Gi has issued the 21st report in its con- ‘he Hotpoint Redman” will be pointed sales promotion manager of 


eed ote teers 


DUNHILL MAJORS 
TAKE CHICAGO 


Full pages in Chicago newspapers last 
week carried this smashing copy for 
Dunhill Majors, the new long-size cigaret. 


Esso Reporter 
to Do Stuff on 
Collegiate Net 


New York, Sept. 11.— The Esso 
Reporter, whose newscasts are 
heard nightly over radio stations 


from Maine to Louisiana and who 
makes a weekly television appear- 
ance, will go collegiate Sept. 23 
when a new series of nightly news 


programs will be inaugurated via 


the “gas pipe network.” 
This “network,” including Station 


WMS of Williams College at Wil- 
liamstown Mass., and the “Brown 
Network” of Brown University at 
Providence, R. I., gained its inac- 
curate name from the fact that 
transmission wires linking a two- 
watt transmitter with receiving sets 
in dormitories and fraternity houses 
on each campus are strung through 
underground pipe conduits connect- 
ing the buildings. 

Joth stations are undergraduate 
ventures operating unfettered by 
Federal Communications Commis- 
sion rules. Both belong to the In- 
tercollegiate Broadcasting System 
organized earlier this year to sell 
advertising to sponsors to arrange 
hook-ups between the various cam- 
pus stations. These intramural 
broadcasting stations have been 
established at 13 colleges, and 19 
more are said to be under con- 
struction, 


Will Use Campus Staff 


Esso news will be gathered and 
edited by a student staff on each 
campus. News of campus happen- 
ings will be featured. The program 
will be on the air nightly, 
the sponsorship of Standard 
Company of New Jersey. 

Production manager 


Oil 


artoonist Rube Goldberg. At} 
Brown, Edward Sarnoff, son of | 
David Sarnoff, president of the | 


Radio Corporation of America, is 
ctive on the station staff. 


Marschalk & Pratt is the agency. 


under | 


of WMS at)! 
Williams is George Goldberg, son of | 


MORRILL PRESENTS 
A WINNER IN 


SIL-VOR-PLATE 
fend for your copy! 


. H. MORRILL C0. 


 Generet Prinring int Corperener 
AVENUE, NEW YORK. N.Y. 
Chuege Detret Shows Fert 
Sen Frencece Les Angeles Searie 


tinuing study of newspaper reader- 
ship, covering the News Leader, 
Richmond, Va. 

Top readership honors among na- 
tional advertisers went to Lipton’s 
Tea with a comic strip ad that at- 
tracted 26 per cent of women and 
23 per cent of men. Oldsmobile’s 
copy ranked highest with men read- 
ers, 24 per cent, but scored with 
only 9 per cent of women. 


KVOE Ups Power 


KVOE, Santa Ana, Cal., and a 
Mutual Don Lee affiliate, has re- 
ceived permission from the Federal 
Communications Commission to in- 
crease its power from 100 watts to 
250 watts. 


for Its Dealers 


Chicago, Sept. 12.—Beginning this 
month, makers of Hotpoint appli- 
ances, will publish a new monthly 
news-magazine, to be sent by Hot- 
point distributors to Hotpoint re- 
tailers, utilities, and their salesmen. 
This new publication will be called 
“The Hotpoint Redman.” It will be 
edited solely in the interest of Hot- 
point retailers providing a medium 
of exchange for sales ideas, news 
and information of business value. 
Special editorial sections will be 
devoted to Hotpoint Redmen’s Club 
news and announcements of new 
sales aids made available by Hot- 


printed on enamel stock 11x17 
inches, each page carrying four col- 
umns, 15 inches high. 

The editorial advisory board for 
“The Hotpoint Redman” consists of 
R. W. Turnbull, vice-president; W. 
A. Grove, advertising manager; G. 
H. Smith, general merchandising 
manager, and Clinton Brown, cam- 
paign manager. Miss Frances Armin, 
director of the Hotpoint Press Bu- 
reau, will be managing editor. 


York Advances Winther 
Anker Winther has been made 

assistant general sales manager of 

York Ice Machinery Corporation. 


the Pontiac division, General Motors 
Corporation, Detroit. He succeeds 
H. Gordon Hersh, who moves to 
Memphis as assistant zone manager, 
a newly created post. 

Mr. Warmee is succeeded as as- 
sistant sales promotion manager by 
William J. Miller. George Mahaney 
has been appointed advertising pro- 
duction manager. 


Pokrass Adds Four 

Martin A. Pokrass, 
vertising agency, has added these 
four accounts: F. L. Klein Noodle 
Company, Great China Food Prod- 
ucts Company, Autonator Labora- 
tories and Modern Light & Equip- 
ment Company. 


Chicago ad- 


~ What Wichita 
~ Radio Station covers | 
the ‘most Kansas 
and Okla- 
homa coun- - 
ties ? 


- “What Wichita < 
Radio Station has the 
strongest signal under 


ALL 


if y conditions, 
~ favorable or : 
unfavorable — 


What Wichita ~ 
radio station will do 
— the biggest selling job 
for you in y 


~ Kansas and . 
Oklahoma 


L res tedeoucsivente sieve aa 
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_KFBI half millivolt contour includes nearly 
_ twice as many Kansas and Oklahoma coun- 
ties as any other Wichita station. 


2 KFBI_not only as: mesiiae téecrene in | 
miles from Wichita — KFBI is dominant 
close in, which means LISTENERS even 
when pr omion “angie —~ a 
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: |$1 as of the same 1999 date. In- SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
er en alin _vestment income during July, 1940, 1940 1939 ——1940 ——1939-——. 
|was $1.14 against $1 in the cor- Pages Lines Pages Lines Pages Lines Pages Lines 
8 ' ' | responding month of 1939. GENERAL Movie Story (F.). ‘ 24.4 10,262 30.2 n 12,696 
| ‘00 ar si : | Fortune .......-0..eeeeeeees 83.4 52,693 68.3 43,134| True Confessions (F.) 24.2 10,154 25.6 10,738 
in Real Income | F d, the largest single outgo item | Esquire (N. Y. Metro. Ed.).. 47.7 32,086 53.2 35,746 | Household PS a EE a 13.7 10,002 12.8 8,679 
from the average family purse, like | jesquire (National) ......... 41.5 27,886 45.2 30,370| Motion Picture (F.)..... 22.5 9,454 28.9 12,120 
other living expenses, showed) House & Garden............ 46.7 29,519 33.1 20,927| Hollywood (F.) 22.0 9,247 29.5 12,378 
ba | Steadiness in July when compared American a oa aie ble 41.0 25.940 33.1 20,943 Screen Life (F.) cas 6a seteee 22.0 9,247 28.5 11,986 
OS Se eee eee 40.9 25,833 50.1 31,640 | Romantic Magazine (F.) 18.9 7,938 25.1 10,544 
'with June of this year, but was Town & Country......... _. 87.1 24,941 41.1 27,650|*Picture Play ............ 18.0 7,722 14.1 6,067 
|higher than July, 1939. The same} House Beautiful ........... 39.1 24,742 41.7 26,327|Screenland (S.) 17.8 7,630 24.2 10,372 
Minneapolis, Sept. 12.—Steadiness|amount and quality of food that| Better Homes & Gardens.... 35.3 22,327 38.1 24,108 | Silver ee a ) ree 17.8 7,630 =. 10,043 
. ° * oO foating 9.7 2 56 7 26,64! rl eeeoeceeeeteseeeeeee Pp 7,2 8 
of prices of commodities and serv- could be bought for $1 on Aug. 1 Goaeaeaen Seed ences 46.5 rf 948 16:3 19,858 | Holland's Magazine ">a ees i” 0 : - 
ices bought by the average Ameri- | 1939, cost $1.05 on Aug. 1, 1940.| Nation’s Business .......... 42.8 18.378 40.2 17,230|Junior League ....... 7.9 56,007 6.0 3,814 
can, coupled with an increase in| Rents amounted to $1.01 in July,| Country Life ............... 24.7 16,590 30.6 20,562) Home Arts Needlecraft..... 2.5 1,724 2.9 1,98] 
. a EO ae eas 11940. compared with i ] J) eee ee 38.3 16,415 42.1 18,061 —- —— - 
public purchasing power, gave the 1939. araihe thess a 1 — Pi! rere errs iavcne 15,546 36.6 15,680 ee GO cv vacvewses 593,169 $3 593,271 
consumer a real income of $1.09 on | 7 espite these higher costs,! popular Mechanics ......... 59.5 13,335 58.3 13,057| STANDARD 
‘ ; 66 « . aval © © 7 oes * ¢ roe arnare ows ‘ » > » us 
Aug. 1, 1940, or nine cents greater | real income,” or actual ability to| Instructor ........... -s+++ 16.5 11,282 16.9 11,583 Harpers Magazine ctereees 20.2 4,811 26.4 6,2 3 
| buy regularly needed goods and| Popular Science ............ 46.7 10,464 53. 11,893 | Current History & Forum.. 19.4 4,342 13.2 2,952 
on the dollar than on the same date| ~-" . ? s i Pie Arts & Decorations......... 15.4 9,088 9.2 Ch ) NA ds cu tay eaves nas 17.6 4,179 21.1 5,033 
a year ago, according to an analysis services, has increased steadily. Boy's Life 13.0 8,821 11.0 7,448 | American Mercury 10.2 2,006 11.5 2,247 
, J ole 7 4 SESH AS 4 4 oO. A 4 ° ws é ‘ aie s e . ee - “, ot aati 
released by Investors Syndicate. tint sae aad *Sunset Magasine .......... 20.6 8,820 19.1 8,173 — Se - 
inte nog : W ; Te 18.9 8,093 17.8 7,646 SOCKS GROUP ..k2 sccnre es aes 15,338 0% 16,525 
The public's cash income at the| West Coast Station ‘Grade Teacher ............ 18.3 8,069 18.5 8,145| OUTDOOR MAGAZINES 
beginning of August was 13 cents} Signs ASCAP Contract American Legion ........... 15.9 6,817 13.4 5,759| Field & Stream............. 33.1 14,198 32.5 13,963 
oO : : your *Improvement Era ......... 15.5 6,631 13.6 5,815 | Outdoor Life ...... sat Sere ee, | 10,454 27.6 11,851 
niga the Goliar than on Aug. 1, Station KFWB, Los An geles, oe 7.6 5,256 7.9 5.402 American Rifleman ......... 22.6 9,676 23.0 9,881 
1939, while cash outgo, or living} owned by Warner Bros. Pictures,| Mechanix Illustrated ....... 23.2 5.222 276 6173|Sports Afield ............... 19.8 8496 19.8 8,487 
costs, rose only two cents. has signed a five-year agreement *Scholastic Magazines ..... 12.0 5,136 7.0 3,378 | Fur, Fish & Game........... 16.0 6,880 12.4 5,308 
The wage envelope dated Aug. 1,| covering music of the American So-| Physical Culture ........... 11.8 5,050 11.8 5,052 | National Sportsman ........ 12.4 5,338 11.9 5,095 
1940, contained $1.15 compared with| ciety of Composers, Authors and | Scientific American ......... 10.8 4,650 14.0 6,025 | Outdoorsman  ........+-++ 11.9 512100 11.5 4,926 
1 h " , e Publishers RETOOL BOG  jassaccescceer 6.2 4,249 9.9 6,707 | Hunting & Fishing......... 16.2 4,360 12.0 5,166 
$1 on the same day in 1939, accord- , National Geographic ....... 17.5 4,166 25.5  6,071| Outdoors ................ - 90 3,853 7.5 3,201 
ing to Investors Syndicate. The| ,, ‘ ‘ a ‘ *Thrilling Group .......:.... 17.7 3,969 16.9 3,783 | ann <mentanin sane: 
salary check of Aug. 1, 1940, was Evening Tribune Quits True Detective er ree Cee 8.1 3,473 6.7 2,866 | Total Group .... i’ Gee 68,376 ies 67,578 
$1.07, compared with $1 on the same The Evening Tribune, founded a PSP a Re rer Stet £ES =. “et ir : ae a 3.9 2,685 3.8 2.561 
r » Senae fees Chae Snead bmcnremnae | SEMVUOE cece eerreseessecveeses 2. yi’ . FID) YVOMIOTU asec eneerennnnnnne «0% 
day of the preceding year. Other _ spring Pd er e-" * *American Forests ......... 7.5 3150 68 2870, AUGUST WEEKLIES AND SEMI-MONTHLIES 
‘income, including cash returns from ewspaper Corporation, has su *Dell Detective Group....... 7.0 3,021 7.2 3,108 | +Saturday Evening Post....168.7 114,706 133.4 90,704 
‘ : pended publication. The paper was | «p, . >ublicati , 0 9 ¢ ‘ & ife 8 96.40 98 2 6 
farm crops and animals. royalties Popular Publications, Ine... 13. 2,906 7.3 Foo: Yo | Geis ee vk bate dale 141.) 5,404 4 62,604 
= ap ¥ — yé *|headed by John Fort Milton, for-|kiks ....................0.0. 6.5 2,801 4.6 ES ee ae:  -— -—_ ae ee 
and businesses, on Aug. 1, 1940,|merly president of the Chattanooga | College Humor ............. 4.5 2,378 6.0 2,574|tNew Yorker ...... ...127.2 54,551 117.5 50,413 
amounted to $1.19, compared with | News. Open Road for Boys......... 5.5 2,364 6.2 2,681 | +Business Week . weeeee 119.9 51,429 76.8 32,955 
*Big Seven Group.......... 9.0 2,016 10.8 2,408 | tCollier’s ..... , s% a 5 aan 72,806 90.0 61,220 
*Street & Smith Comb.... 9.0 2.016 9.9 2,212 | Newsweek - ' : cca 29,955 49.5 21,254 
~ . . aerereterrs tere 4.7 2,010 6.0 2579 | tLiberty. ere eer Pee ee 67.7 29,055 57.5 24,661 
*Ace Fiction Group.... . 79 1,768 6:7 £043 | TOCRO. ov acc cee vine ea . 62.4 23,026 67.9 25,071 
ME deaateveeaen eae 0.8 357 2.7 1,150\| tFamily Circle . - 60.3 21,592 43.9 18,832 
—— in aos | TSU, B. NOWS.. occ ccccccccese 31.3 13,419 9.6 20,084 
Total Group ... ; - 638,229 wrme  " ol: , Severrcrererer ; . 28.8 10,899 25.4 9,588 
WOMEN’S MAG AZINES *N. Y. Times Magazine. rr: 25,922 19.0 19,839 
De heath wen doe — 143.6 90,729 165.6 105,263 | This Week ; ries P . 20.3 20,858 18.3 18,802 
Mademoiselle .. ; 160.7 68,935 71.0 30,441 | dForbes Tom | 8,707 15.2 6,524 
Good Housekeeping . $4.9 26,433 87.8 37,662 | cLook ; : 19.9 13,555 21.0 14,306 
Harper's Bazaar .. . 53.9 36,199 64.0 43,017 | American Weekly 17.1 32,499 16.5 31,409 
Ladies’ Home Journal. ‘ - 48.9 33,228 42.1 28,442 tRadio Guide . was 10,241 4.7 3,181 
ok ee Tee 45.0 30,618 44.3 30,156 | dPie , ‘ 2.2 1,470 2.4 1,650 
Woman's Home Companion.. 37.0 25,873 42.1 28,637 —— - — ; 
Parents’ (N. Y. Metro Ed.).. 51.0 21,862 44.8 19,204 Total Group . ; sca) ee ... 568,909 
Parents’ (National) ........ 45.2 19,404 41.3 17,729 -—- , 
GO sc ceeceece er 16,285 37.1 15,899 *Figures provided by publisher. 
0 ee Ss ee vs ee 13,147 22.4 15,223 tPage size changed from 2,086 to 429 lines Oct. 15, 1939 
Movie Mirror (Mac.)... oe | 12,700 34.4 14,770 $Page size changed from 369 to 429 lines Aug. 12, 1939 | 
Modern Screen (Mac.)..... 27.5 11,787 35.9 15,396 | xPage size changed from 1,040 to 1,000 lines Oct. 1, 1939 } 
| True Experiences (Mac.) 27.0 11,567 28.1 12,064 | tFive issues, ¢ 
True tomances (Mac.). 26.3 11,290 29.3 12,550 | bPage size changed from 636 to 680 lines Jan. 1, 1940. § 
Screen Romances (M. M.).. 25.6 10,968 11.8 5,062 | eTwo issues for 1940, three issues 1939. 
True Love & Romance (Mac.) 25.3 10,854 28.2 12,095 ) aTwo issues both years. 
Modern Romances (M. M.) 24.6 10,558 31.3 13,441 | Group designations: M. M.—Modern Magazines Mac.- 
Radio & Television Mirror Mactadden Women’s Group F.—Fawcett Women's 
(Mac.) : cas 24.1 10,354 26.6 11,415 Group. S8.—Screenland Unit. 


NUMBER SIXTEEN . . . of a series - DIRECT MAIL CAMPAIGNS 


Little Change in Fights N. Y. Ad Ban Loft Names Abercrombie 


There's only one good check for direct mail cam- Reconsideration of the present | Marston Abercrombie, for the 


; } plan to discontinue the New York | past 16 years with Henry Heide 
paigns. When it sends the sales thermometer soar- Magazine Linage State advertising program Oct. 31 |Inc., New York, has been named 
has been asked by the Finger Lakes | vice-president of Loft Candy Cor- 
ing, you know it is doing its job... and doing it for September Association, pointing out that in-|poration, Long Island City. He 
me ie ; m : New York, Sept. 12. — Little creased gasoline tax payments by | will be in charge of retail and 
well. e That “doing it well” describes our type of change in the relative volume of | tourists from other states will make | wholesale sales, advertising and 
; ; ‘ : : ; ‘ ror *tisi . ae , thl the program self-liquidating. merchandising activities. 
job. Printers with an increasing list of satisfied ac- advertising appearing in monthly 
- magazines during September, as 
* counts, we long ago learned the importance of compared with last year, is shown 
‘ . " in a tabulation of linage for that e 
offering a complete package to our clients. We've month based on magazines report- 
‘ ‘ : ing to Publishers’ Information Bu- On 
sat in on confabs, designed, created layouts, written reau and direct to ADVERTISING AcE 
copy, made art work—we have one of the ace a summary shows. 


‘ During September of this year Reader Confidence Make These 
color photographers of the country on our staff— monthly magazines included in the 


tabulation carried a total of 1,215,- 


oe ° 
produced plates, done the printing. ¢ Too, we've 112 lines, off 5,625 lines from the yen Kewspapors Advertsing Effective 
September, 1939 total, or approxi- 
Seam 


correlated the program necessary to merchandise mately four-tenths of 1 per cent. 


the campai sale :. es General magazines carried 538,- 
paign to salesmen and dealers. ¢ Frequently 229 lines, down 0.9 per cent from & O1 
it's been SOME JOB—but we have the happy the 543,063 lines carried last year. 9, ; 4 
: Women’s magazines showed no ° A - " 
balance of personnel that permits us to undertake the change, 1940 linage being 593,169 lines of paid advertising for first 8 mos. 1940 


lines, and 1939 linage 593,271. 
| Standard magazines were off sub- 
category we don’t know—but we repeat, if you use | stantially, the 1940 total of 15,338 


toughest assignment. Whether yours falls into that 


589,618 


‘lines being 7.2 per cent less than the lines more than for first 8 mos. of 1939 
direct mail we can be of real help. Just ask one of our 16,425 lines carried last year. Out- Advertising August 1940 
. door magazines showed a _ slight Compared with August 1939 
| idea crew to show you what we have done for others. gain, with 68,376 lines this year and 
7s 67,878 last year, an increase of 0.7 August i one . 1,172,934 
= per cent. 02 
%, ¢ The picture was strikingly dif- August 1939... . 2) elas -1,112,2 2 
ree ferent with respect to weeklies and August, 1940 — Gain eee 60,73 


semi-weeklies, however, which re- 
ported August figures at the same 
time. During this month, this group 
carried 688,877 lines, an increase of 
21.1 per cent over the 568,909 lines 
carried in August of last year. 


TALENT TO ORIGINATE SKILL TO PRODUCE 4,774,623 


lines gained during the period 1935-39, 
inclusive. This was a steady year-by-ye*" 
increase for the 5-year period. 


Sar UG 


This leadership in advertising explains 
the success of San Antonio Express and 5." 
Antonio Eveaing News. They give their r¢ 
ers complete newspapers. These two new* 
papers afford the advertiser concentrated c'! 
culation coverage of the richly product’ ve 
region of South and West Texas and of | 
marketplace—San Antonio. 


AMERICAN COLORTYPE COMPANY | Daily for Mt. Clemens 


Mt. Clemens, Mich., has been given 
a new daily paper through the con- 
solidation of two weekly newspa- 
pers, the Advertiser-Monitor, estab- 
lished in 1860, and the Mount 
Clemens Advertiser. Paul W. 
McKee is publisher; Wallace E. Mac- 


Lachlé an, editor, and LeRoy H. Sam- The Express and The Evening News San Antonio Express 


ple, business manager. The paper 


has oo Press service, includ- A prea SAN ANTONIO EVENING NEWS 
ing a fu 


a age of news pictures 
daily. —* * Premures | Bach has its own staff. Texas’ Foremost Newspapers 
wail 
<: 
aA? Pec a Seah * ; 
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3,181 


1,650 


8 909 


September 16, 1940 


ADVERTISING AGE 


33 


INVADES NEW YORK 


| Teainlbad «wou vrce 


Kemp's SUN-RAYED Tomato Juice 


NEVER THIN OR WATERY 
NON-SEPARATING 


ot tee ee 


SEOOCRMAN- NIKON SOROS ATION 


— Hone # ne 


Space in eight New York City news- 
papers and Grocer-Graphic heralded the 
arrival of a 43-car trainload of Kemp's 
Sun-Rayed tomato juice for the New 
York area. The schedule will run 
through this month. Caldwell-Baker 
Company, Indianapolis, is the agency. 


Tax Presents 
Pricing Problem 
for Distillers 


Chicago 
Makes Analysis of New 
Dilemma 


Chicago, Sept. 11.—Representa- 
tives of the distilling industry today 
drew a sharp distinction between 
tax methods applied to it and those 
in vogue in other lines, such as 

isoline, following publication by 


Newspaper 


it. The viewpoint of the retailer is 


,about the same. 


Otherwise, the analysis of the ex- 
pert on the staff of the News, which, 
incidentally, carries no liquor ad- 
vertising, was held to be accurate. 

“The most popular whisky has 
been in the $1 a pint or less class,” 
Mr. Mirt wrote, “and the rigidity of 
the markup policy has been felt in 
that group. Some divisions of the 


|industry have proposed the bottling 
of four-fifths pints to keep the price 


|that many consumers 


below the psychological $1 level, 
but the Treasury Department has 
refused to permit it on the ground 
would be mis- 
led into believing they are obtain- 


\ing a full pint.” 


| 


| 
| 


the Chicago Daily News yesterday | 


of an 


a” 


analysis in which John A. 
t blamed a recurrence of distil- 

periodical headaches” in part, 
at .east, 
for “compounding” the tax. Mr. 
Mirt said that leading distillers are 
considering drastic price revisions, 
particularly in the cheaper brands, 
for which many consumers object 
to paying more than $1 a pint, tax 
or no tax. 

A spokesman for the industry ad- 
mitted that all factors in the in- 
dustry consider the tax as an integ- 
ral part of their cost and endeavor 
to make a profit on it. The reason, 
he said, is that, in contrast with 
gasoline, the tax on whisky is paid 
the moment the beverage leaves the 
still The government gets its 
money immediately instead of wait- 
ing for the retailer to collect it 
from the public and forward it to 
the refinery, which in turn, remits 
to Uncle Sam. One of the largest 
of the distilleries is reported to have 
written a check for $20,000,000 to 
cover the new tax 


How Industry Operates 


Thus, if a distiller’s normal price 
for a case of whisky is $20, and he 
has handed the government a check 
for $2.25, he considers this sum a 
part of his cost, and in selling the 
case to the distributor adds his nor- 
markup, which would make the 
price to the latter about $23. The 
distributor isn’t concerned about 
faxes, but merely knows that he has 
a certain sum for the 


da case of 
Vhisky and must make 


a profit on 


HUNTING & FISHING 
NATIONAL SPORTSMAN § 


700,000 ABC GUARANTEED 


inc 
seouts® ar , 
te ATi cat - Bosto" 
we 
275 Newbury 


on the industry's penchant | 


(Many foreign whiskies come in 
fifths, and the distillers merely 


wished to divide this unit by one- 


half, they explained, marketing 
“tenths.”’) 
Mr. Mirt reported that a price 


war already has broken out in New 
York, complicating the industry's 
problem of revising price scales. 


Maintenance of Prices 


“It is generally admitted,” he 
continued, “that the industry will 
have to act in unison in lowering 
retailers’ markup because of the al- 
most uniform existence of fair 
trade contracts which are designed 
to maintain stabilized retail prices 
and to prevent price wars among 
retailers. National Distillers and 
Schenley in 1938 tried to change 
their policy in that respect, with a 
resultant virtual boycott by dealers 


who pushed the 
competing lines. 

“The present problem comes fol- 
lowing what started out to be a 
a little better year for the distill- 
ing industry. Sales in the first six 
months of 1940 were ahead of a 
year ago, although a part of the 
second quarter volume was cred- 
ited to buying in anticipation of 
the further sharp increase in fed- 
eral taxes which went into effect 
on July 1. Since then, business is 
said to have slumped. 


more profitable 


Sales Higher, Profits Down 


“The distilling industry had its 
flush of prosperity in the years im- 
mediately following the repeal of 
prohibition, but since then although 
sales are higher the profits have 


| Guide, 


been on the downtrend. For in- 
stance, Schenley’s sales rose from 
$40,000,000 in 1934 to nearly $74,- 
000,000 last year while per share 
earnings fell from $6.64 to $2.52. 
The trends of Distillers Corpora- 
tion-Seagrams and National Distill- 
ers have been the same. Hiram 
Walker-Gooderham & Worts has 
made a better showing, although it, 
too, in the last two fiscal years has 
reported a sharp decline in profits 
with a slight upturn in sales.” 


Appoints Etta Cohn 


The Woman Bowler, Chicago, has 
appointed Miss Etta Cohn as direc- 
tor of advertising. She will con- 
tinue as publisher and advertising 
manager of Buying and Business 
Chicago. 


ACE track touts and professional 


gamblers 


don't get much of a kick out of statistical 
comparisons, no matter how close they may be 


at the finish. 


But advertising men can appreciate the signifi- 

cance of a survey of magazine preferences that 

ends with the field running neck and neck. 

That's why Parents’ Magazine feels it need make 
. wal 


no apologies for finishing fourth on the question 
of “value to readers” 


study. 


magazine they chose. 


opening the field to 


the best in 


zine publishing busi- 
the 
photo-electrie camera 
flashed at the finish. 


Parents’ Magazine 


ness. And when 


was right up with the 
leaders among miaga- 


zines that accept ad- 


vertising 
among 


regardless of type. 


Parents’ Magazine 


did more than prove 


Women readers were free to 


every 
branch of the maga- 


fourth 


all magazines 


in this Stanford University 


name any 


its initial value to ad- 


vertisers in this survey. 


It proved its staying 


power, too, with women readers placing it third in 
lasting value to them. 


The confidence of readers and the 


lasting value 


of a magazine are the standards by which its 


usefulness to advertisers 


is measured. Parents 


Magazine's editorial formula was designed espee- 


ially to create reader confidence. 


Its success in 


doing so is clearly evidenced by its lasting value. 


as testified to by the women who r 


‘ 
sad it. 


Las 


a 


Close races are judged by the photo-clectric camera. 
Note, in the tabulation below at the left, 


how the three 


magazines that accept advertising are bunched. 


(Homen Readers) 
Kindly list (Cin 


three 


Question: 


order) the magazines 


of most value to you. 


* Adjusted 


PARENTS’ MAGAZINE......939 


Question: Wu you 
regular practice of filing cer- 
tain 
from them, 
magazines 


hase for vou the greatest last- 


Wagazines Point Score 

ing value. 
Reader's Digest 17oo * Adjusted 
ee eee cee oon Magazines Point Score 
7 Spite thie: National Geographic 1450 
National Geographic . 994 Sunset Magazine 970 


PARENTS’ MAGAZINE...... 798 


(Women Readers) 

make a 
magazines or clipping 
kindly list those 


(in order) which 


‘From a survey of magazine preferences 


conducted by the Graduate 


School of Business of Stanford University for Sunset Magazine. The 


scoring system upen which thes« 
three points for a first choice, 
An “adjustment factor” 
compensate for the disparity in the 


magazine reached by the survey. 


standings were 


two for a * 
was then applied to the 
number of 


based awarded 
1d and one for a third 
resulting totals, to 


readers of each 


PARENTS’ MAGAZINE 


The 


“Bible” 


NEW YORK, 52 Vanderbilt 


Than 
CHICAGO, 


oO] More 550.000 


Avenue © 


Mothers 
360 N. Michigan 


with Over 
Avenue © 


1,100,000 Children 
ATLANTA © 


SAN FRANCISCO 
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ADVERTISING AGE 


re RE st 


1940 


of 


manufacturers 


of 


nationally 


comment 


of 


advertised products and their agencies.) 
PS. is a singular influence 

@ which distinguishes every 
message appearing in the pages of 
Topeka’s first newspaper—The To- 
peka Daily Capital. For P.S. is a 
Plus Service designed to stimulate 
sales for profit-minded advertisers 
eager to capitalize upon the poten- 
tialities of the $101,966,000 market 
of Topeka—capital of Kansas —and 
its 21 Drive-in Counties. 


A column advertising 


interest to 


a 
— PS is Plus Service in the 
a eae form of Plus Coverage 
in a Plus Market. The Topeka 
Daily Capital—-with nearly 50,000 
responsive family-readers is the 
first newspaper in Topeka . . . first 


in news... first in circulation .. . 
first in advertising linage. No won 
der The Topeka Daily Capital con- 
sistently carries far more national 
advertising than any other ‘Topeka 
newspaper! 


_ ae ise te 
Pe. —- a/e8a <e% 


PS. is Personalized Salesman- 
eae ship directed toward log- 
ical prospects in the morning 
when they want to read and when 
they are in a mood to buy. And 
that is why your message in The 
Topeka Daily Capital will be seen 
. will be read .. . will be heeded! 


A 7 

7 - Cash registers in the Greater To 
peka market play a merrier tune 
when Topeka’s leading paper fea- 
tures leading products. 


is a boon to manufactur- 
ers of nationally adver 
products, too. Each 
Saturday the Daily Capital Food 
Review—a bonus program featuring 
references to products advertised in 
The Topeka Daily Capital. goes on 
the air over WIBW, the Voice of 
Kansas. Commentating is by popu 
lar Gene Shipley . music by Prof. 
Happy Chiselfinger and his band 
How profitably is your 


PS. product being sold in the 


$101,966,000 Greater Topeka mar- 
ket? Find out how your advertis- 
ing can do a better job through the 
pages of Topeka’s first newspaper. 


PS. 


tised food 


Che Copeka 
Baily Capital 


4 eee 


OF 200,000 KANSANS 


Galvin Drives 


fo Put Motorola 
in Nation's Homes 


in Car 
in New 


Achievements 
Field Listed 
Campaign 


Chicago, Sept. 12.—Supremacy in 
the transportation field, the Death 
Valley of radio, will be underscored 
by Galvin Mfg. Corporation in a 
fall newspaper and magazine cam- 
paign designed to make the Motor- 
ola as popular in the nation’s homes 
as in its cars. The new copy will 
claim that Motorola engineers pio- 
neered in every major improvement 
in automobile, railroad and _ air- 
plane reception, and asserts that en- 
gineers capable of solving the in- 
tricate problems of those fields are 
especially qualified to bring to home 
radio new conceptions of tone qual- 
ity, sensitivity and selectivity. 

The most dramatic element of the 
new presentation is its illustration 


of the “Heart of the Set,” followed | 


by a staccato sales talk in which 
blow after blow is delivered with 
pile driver rhythm: 

“First, you want an instrument 


that will give your ear nothing but 
smooth, sweet listening pleasure. 
That’s purity and richness of tone. 

“Next, you want to bring in sta- 
tions from any spot on the wave 
band—distant stations with that far- 


away glamour and_— excitement. 
That's sensitivity! 

“Finally, you'll insist on getting 
your stations one at a time even 


though they occur in bunches, just 
a split hair apart. You'll want your 
stations free of power noises, cross 
talk, tweets and interference. That's 
selectivity! If you're going to be 
happy with the radio you buy, 
you'll have to have all three in full 
and generous measure.’ 


Available in All 


The copy makes the = startling 
claim that Motorola provides all of 
these qualities, regardless of price 
range of from $9.95 to $249.95. This 
story is now appearing in newspa- 
pers of New York, Boston, Wash- 
ington, Pittsburgh and St. Louis 
and will shortly break in Galvin’s 
home market, Chicago, with full 
pages in the News, Herald-Ameri- 
can and Times. More modest ad- 
vertising will be used in all of the 
100-odd cities in which the company 
has distribution. Magazines on the 
list are Life and The Saturday Eve- 
ning Post. Motorola, one of the 
most persistent users of trade paper 
copy, is maintaining its record in 
this sphere, telling dealers that the 
company is in the home radio field 
with both feet and for all time. 


Victor A. Irvine is advertising 
manager. The account is handled 
by yourfain-Cobb Advertising 


Agency. 
Plan Radio Conference 
at lowa University 


The first annual Iowa Radio Con- 
ference has been announced for 


| Oct. 17-18 at the State University 


of lowa, Iowa City. Subjects to be 
discussed will include building the 
radio audience, scripts, producing 
dramatic programs, planning musi- 
cal programs, discussion programs, 
utilization in the classroom, news 
broadcasting, organization programs, 
training for radio in college and 
agricultural broadcasting 

H. Clay Harshbarger of the uni- 
versity chairman of the confer- 
ence. 


Is 


W. S. Knudsen Resigns 


William S. Knudsen, on leave of 
absence as a member of the Na- 
tional Defense Commission, has 
severed all ties with General Motors 
Corporation, of which he has been 
president and a director 


Roaman’s Adds Rattner 

Leonard C. Rattner has resigned 
as advertising manager of the Long 
Island Outfitting Company to join 
Roaman’s, New York department 
store, in the same capacity 
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Commercial Display 
Including Poultry and 


sivestock—————_,__ -—Display—~ ¢ Livestock— » —Display— 

1940 ——1939 1940 1939 | c——1940——-. --—1939-——". 1940 1939 

} Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lin 
| Monthiies | Bi-weeklies (August—Two issues unless otherwise noted) 

Country Gentlemat 33.3 22,670 35.2 23,944 62 161 | Pacific Rural Press 

Farm & Ranch 21.4 16,166 18.2 13,735 777 679 Northern Edition . 31.5 23,836 29.2 22,064 1,999 1,68 

| Capper's Farmer 22.1 15,301 24.0 16,326 19 47 Southern Edition 27.8 21,002 28.4 21,490 1,999 1,8: 

Successtul Farming 32.8 14,763 34.0 15,297 131 38 | aArizona Farmer 27.9 21,122 13.7 10,350 54 7 

Farm Journal & Farm- Wallaces’ Farmer .... 24.1 18,877 21.3 16,688 2,017 1,2 

er’s Wife .. era  % mp) © <i) 1 16,328 126 123 | aMichigan Farmer 18.3 14,028 13.0 9,977 1,289 9 
California Citrograph.. 19.3 12,955 21.0 14,115 aAmerican Agriculturist 19.2 13,973 14.4 10,509 792 
Progressive Farmer California Cultivator 17.6 13,283 16.7 12,639 224 l 

Texas Edition . 16.2 11,787 14.3 10,409 108 s0 | The Farmer 

Georgia-Ala. Edition. 15.9 11,587 13.5 9,843 42 stun General Edition ..... 15.2 11,881 14.8 11,572 592 24 

Carolina-Va, Edition. 15.8 11,501 13.3 9,686 225 14 |aWashington Farmer 16.9 2,813 16.0 12,084 ss 

Mississippi Edition 15 11,131 13.7 9,994 36 “6 | Ohio Farmer 16.6 12,768 17.8 13,639 712 
| Kentucky-Tenn, Ed'n 14.7 10,718 13.4 9,726 7 .. |aldaho Farmer 16.0 2,108 17.7 13,400 aa 
$All Editions “tee ae 9,737 10.6 7,762 r .. | aOregon Farmer 15.9 12,011 16.6 12,572 nin 
$Average 5 Editions. 15.6 11,345 13.6 9,932 S4 24 | Nebraska Farmer... 14.9 10,864 16.6 12,108 58 2 
*Hoosier Farmer.... 24.0 10,800 26.4 11,900 P $Average 4 Editions. 15.7 11,419 17.0 12,360 142 
*New Jersey Farm « Prairie Farmer 
Garden : . 19.2 8,651 19.3 R684 1,190 1,338 Ill. & Ind. Edition. 14.9 10,852 14.8 10,739 » 

*ldaho Granger — 6.7 7,266 5.0 5,418 . .. | Wisconsin Agriculturist 13.1 10,284 10.1 7 908 28 
Southern Agriculturist. os 6,888 12.4 8,65 : ... | aMissouri Ruralist 11.6 8,821 8.6 6,547 1,832 1 
Southern Planter .. 9.8 6,83 8.4 5,886 146 190 | Pennsylvania Farmer 11.3 8,660 10.1 7,757 1,161 1,2 
Poultry Tribune Rural New Yorker 10.5 8,221 12.1 9,510 1,704 1, 6¢ 

Eastern Edition 15.1 6,474 14.9 6,405 166 558 | Dakota Farmer 10.2 7,845 7.4 5,717 +s 
Central Edition 11.1 1,761 11.9 5,122 177 198 | Kansas Farmer . » OA 7,140 8.0 6,043 451 4 
Paciti Edition 10 1,596 10.8 4,648 oF 4178 | New England Home- P " 
Western Edition 9.3 1,002 10.1 4,336 79 reer ° » 9.5 6,658 12.2 8,518 1,279 1,2 
$All Editions .. 9.0 3.870 9.0 3,856 1 79 | Indiana Farmer's Guide 7.7 6,032 11.3 8,870 28 | 
eeder's Gazette 2.7 5,717 5.2 6,821 1,607 2,702 aed EEE ea 
Seeaae aaeaene - ” 5.396 1.0 2 75 . Total Group ‘a 273,079 250,701 16,219 14,5 

| {Wyoming Stockman Weeklies (August—Four issues unless otherwise noted) 

|e erenee : : mA ees aPes ae bWashington Grange 

} American Poultry Journal J ate en ; 15.4 16.688 10.3 11,186 

Eastern Edition 10.3 1,430 1 0 > 158 475 188 Weekly Kansas City Star 

Central Edition dd +4 ns TN 162 196 Missouri Edition .... 2.5 4.6 11,297 oe 2 

Western Edition a ' 2,321 7.0 9% 36 76 bCapper’s Weekly .... 2.7 2 0 4,416 350 14 

$All Editions 5.1 2,197 6.7 89 6 76 Semi- Weekly Farm News 
‘Ohio Farm Bureau ; a bFriday Edition 1.8 4.382 1.5 1615 70 F 

NOWS ssecescescecss ae 4,056 613.7 6,184 “ oe Tuesday Edition 1.3 3,195 1.0 2,47¢ 6 
*Carolina Co-Operator 8.0 360 8.7 3,640 o« osee Dairymen’s League 

Arkansas Farmer .... 4.0 3,008 2.6 1,955 a Mews spol Nea 10 » 904 4 2131 294 1 

American Fruit Grower 6.1 2,75 5.8 614 Posie Pare ee tia" oe 
National Livestock Pro- | 7" —_ ' 19.370 6.121 700 ¢ 

ducer . eas Se 5 3,743 42 14 | ret Crees 

| Nation's Agriculture 5.2 2,323 3.9 1772 , pale Dailies (August) 
*Ketter Fruit 1.0 1,695 3 1,603 Kansas City Daily 
a aes 7 ae Drovers Telegram 15 2.574 14.1 30,097 3,475 2,7¢ 
Total Group saat ticle 58,348 a as ‘8 Omaha Daily Journal ; aes 2 
Semi-Monthlies—August Stockman cies 10.4 24,188 11.3 23,985 3,580 3,98 
| "Oregon Grange Bulle- | Chicago Daily Drovers a 
tin iron 12.7 14,196 11,0 12,264 koe a saan% Journal ‘ 10 21,779 9.5 20,208 5,581 3 
Montana Farmer 17.6 13,323 16.7 12,624 1,561 1,995 | St Louis Daily Live 
*California Grange Stock Reporter &, 18,495 Py 16,462 1,002 t 
News ‘ 8.3 13,372 5.6 9,016 ‘ ° reuse -~— — - 
Western Farm Life 11.9 8,643 9.6 7,62 2 56 | Total Group 97.034 OO 7h 16.658 13,4 
Utah Farmer 10.7 8.116 6: 5,524 305 | - 

Hoard’s Dairyman 10.4 44 14.0 10,198 5 35 1,602 *Figures provided by publisher 
har er Stockmar 7.4 71% 9.8 7,442 30 107 August linage 
Missourl Farmer 6.1 1.81 8.3 6,458 182 234 $Not included in total 

= —— — = - = ‘Three issues in August 
1 ‘ rey 71,042 1.99 4,299 bFive issues in August 
| e . 
F P U Iowa Dairy to Use Westinghouse Ups Two 
| arm apers Pp R di S hools J. F. O’Donnell, assistant sales 
is adlo, 9c manager of the Westinghouse mer- 
in August; Sept. Newspaper cooking schools and|chandising division, has been ap- 
. . : +e ; 
. broadcasts of Iowa State College | pointed to direct the division’s Pa- 
Monthlies Even and State University of Iowa foot- | cific Coast sales operations. 96 A 
: ball games will be the mediums for | Meier, formerly Pacific Coast dis- 
New York, Sept. 12. While fall advertising cam- 


monthly farm papers measured by 
Publishers’ Information Bureau and 
lreporting direct to ADVERTISING AGE 
lshowed an increase of only one- 
fifth of 1 per cent in commercial 
idisplay linage during September, as 
|compared to the same month of last 
lyear, substantial increases for Au- 
| gust were shown by all other types 
lof farm papers in their reports for 
| that month. 

These increases ranged from 6.5 
per cent for semi-monthlies to 9 
per cent for weeklies. The monthly 
publications, reporting August lin- 
age last month, showed an increase 
for this period of 3.5 per cent. 

In September issues, monthlies 
included in the compilation carried 
258,976 lines of commercial display 
copy, including livestock and poul- 
try, up slightly from the 258,348 
lines carried during September of 


last year. 
For August, the semi-monthlies 
linage total was 75,625, compared 


with 71,042 for August of last year, 
an increase, as noted above, of 6.5 
per cent. Bi-weeklies carried 273, 


079 lines during August, compared 


with 250,701 lines for that month 
last year, an increase of 8.9 per 
cent. Weeklies’ linage in August was 
39,379 lines, an increase of 9 per 
cent over the 36,121 lines carried 
last year. Dailies reported a 6.9 per 
cent increase for August, the 1940 
month accounting for 97,034 lines, 


compared with 90,752 last vear 


Announces New Washer 

A new washer is being announced 
by the Hotpoint home laundry divi- 
sion of Edison General Electric Ap- 
pliance Company as a part of the 
national washer-ironer week pro- 
grams planned by retailers of Hot- 
point home laundry equipment 


Announces Fall List 


Vapo-Cresolene Company, New 
York, will use 14 national maga- 


zines, including farm journals and 
women's magazines, for its fall and 
winter campaign. Irwin Vladimir & 
Co., New York, is in charge. 


Kunen Joins Diamant 


Bernard Kunen, formerly with 
Advertising Composition, Inc., New 
York, has been appointed director 
of sales and production of Diamant 
Typographic Service, New York 


ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 
Including Poultry and 


Poultry and 
Livestock 


Poultry and 
Livestock 


trict manager, has been made man- 
paign of Iowa Dairy Industry Com- |ager of utility sales in that district 
mission. Coolidge Advertising Com- {and will continue to maintain his 
|pany, Des Moines, has the account. headquarters in San Francisco. 


‘opening the 


No matter how pure the breed, there's 


always one thoroughbred that stands out 
as the "Champ." 
radio. 


The same is true in 
In each market there's a station 


that tops ‘em all. In Texas, it's WOAI. 


Built to pioneer the great Southwestern 
market, and growing with it to the great 
50,000-watt station it is today; command- 
ing Listener Preference as indicated by 
accredited surveys, WOAI offers you an 
advertising medium second to none to 
carry your message to the vast and fertile 


Southwestern market. 
50,000 WATTS * CLEAR CHANNEL 


WOA NBC + TON + AFFILIATE 


SAN ANTONIO, TExAS DOES THE JOB IN TEXAS 


Represented Nationally by EDWARD PETRY & COMPANY 


What a pedigree! 
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HOW BRANDS FARE IN STATE LIQUOR BATTLE 
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This chart, taken from the current complete report on liquor sales in Pennsylvania 

issued by the Pittsburgh Press, shows the percentage of total state gallon sales 

| ater Scotch and Irish) for all leading brands. 

liquor sales in Pennsylvania are a state monopoly, complete and detailed figures 
on sales are available. 


of whiskies and gins 


Since 


National Gives 
Honor Post to 


Foreign Liqueurs 


U. S. DeKuyper Plant 
Has Volume, Quality, 
Campaign Avers 


New York, Sept. 12.—With ex- 
perts from Schiedam, Holland, on 
hand to supervise manufacture of 
DeKuyper liqueurs according to the 
250-year-old formula, National Dis- 
tillers Products Corporation is ac- 
cording this line the post of honor 
in its generally expanded fall pro- 
motion program. The American 
DeKuyper plant is situated in New 
Jersey. National is sole distributor 
for its products in this country. 

Anticipating the possibility that 
the Netherlands might be sub- 
merged in the European war, the 
American plant has been accumu- 
lating supplies of important ingredi- 
ents since 1933, at the same time 
transferring executives from the 
Holland base to the United States 
from time to time, so that this mar- 
ket might be adequately served 
egardless of developments. 

With shipments of European cor- 
lials completely cut off, National 
Distillers will use a group of maga- 
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Representatives 
. New York + F_E.M. Cole, Chicago 
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| 


| 


| this 


zines reaching top-bracket 
readers to acquaint them with these 
facts. Publication copy is being 
supported by a 24-page booklet in 
color, picturing all of the liqueurs 
in the DeKuyper line and the De- 
Kuyper fruit-flavored brandies, with 
authentic recipes calling for use of 
cordials. An interesting feature is 
a list of delicious desserts made 
with DeKuyper liqueurs. This point 
will receive elaboration in the 
magazine list, including Cue, Har- 


pers Bazaar, House & Garden, 
Newsweek, The New Yorker and 
Time. 


Also with a foreign flavor, though 
coming from an American  pos- 
session, is a new National Distillers 
campaign in behalf of Don Q Puerto 


Rican rum which will run for the 
remainder of 1940. Copy will em- 
phasize that here is one exotic 


beverage which is unaffected by 
war and in addition, is available at 
a low price because it is duty-free. 
“Don Q—The Toast of the Tropics” 
will be featured in Esquire, Har- 
per’s Bazaar, Life, Metropolis, New 
Horizons, Newsweek, The New 
Yorker, Social Spectator and Time. 


Newspaper List Expanded 


Meanwhile, the company is not 
overlooking the great masses who 
rely on American brands for great- 
est enjoyment in their moments of 
relaxation. The advent of cool 
weather is always the signal for a 
spurt in whisky sales, with the 
curve rising steadily until it reaches 
its peak during the Christmas holi- 
days. To take full advantage of 
seasonal change in drinking 
habits, National Distillers is putting 
a huge newspaper, magazine and 
outdoor campaign behind such well 
known brands as Old Grand-Dad, 
Old Taylor, Old Overholt, Mount 
Vernon, Old Crow, Old Angus, P-M 
de Luxe, Nation’s Eagle and Gil- 
bey’s Gin 

The list of several hundred news- 
papers which has been used con- 
sistenly during the summer has been 
expanded, with stepped up 
Virtually every magazine’ which 
carries liquor advertising is on the 


space 


schedule, while painted bulletins 
are carrying the story of major 
brands in major markets. In addi- 


tion, car cards are being used in 
New York, Boston, Chicago, 
delphia and Pittsburgh 


Nat Buring Appoints 


Nat Buring Packing Company, 
Memphis, has appointed’ Lake- 
Spiro-Shurman, Inc., Memphis, to 


handle its advertising. Newspapers, 
radio and outdoor will be used. 
Norton Rosengarten is account ex- 
ecutive. 


Recipe Paper 


| 


ithroughout the country. 


income 


Phila- he 
E_& 
\ >? 


TO WEST FARM PAPERS 


DETROIT - New Center Bidg 


Will Feature 
Branded Goods 


New York, Sept. 10.—Food recipes 
developed by leading national ad- 


vertisers will be merchandised to 
consumers in a novel manner be- 
ginning next week when Cook's 
Digest makes its appearance on 


newsstands and in grocery stores 
The new 
publication is the fruition of an 


idea developed by Alice Coulter who 


until recently was assistant adver- 
tising manager of Norwich Pharm- 
acal Company. 

The monthly magazine, measur- 
ing 5 by 6% inches, offers 70 
recipes, each of which is credited to 
an advertiser. Manufacturers pay 
nothing for representation, the pub- 
lication being offered as a con- 
sumer service, selling for 10 cents 
an issue. The recipes are printed 
two to a page, on only one side of 
a sheet, to enable the housewife to 
clip the material and keep in a 
recipe file. Each recipe’ includes 
trademark ingredients of the spon- 


soring manufacturer. 

Miss Coulter said today that a 
test of the publication in Utica last 
month resulted in a sellout of 459 
copies in two days. The first regu- 
lar issue, dated November, will run 
to 60,000 copies. Distribution will 
be in states east of the Mississippi 


Toledo Club Elects 


The Toledo Advertising Club has 
elected the following board of gov- 
ernors who will select officers for 
the organization: Allen Saunders, 
James H. Smith, John F. Willis, 
William K. Block, Lev Flornoy, H 
A. Frey and Carl F. Radke. 
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Mail Producers 
Give ‘Clinic’ 
Back to Medicos 


Chicago, Sept. 11.—Since the 
marketing field has borrowed 
“clinic” from the medical profes- 


sion, it is appropriate that the dig- 
nity attached to that field be pre- 
served, according to the reasoning 
of the Mail Advertising Service As- 
sociation, which concluded its an- 
nual meeting at the Stevens Hotel 
this morning. So the MASA, in 
staging a production clinic yester- 
day afternoon, attired its own “doc- 
tors” in the white robes affected by 
physicians. Dr. Clarence Mussel- 
man, Paramount Business Service, 
Allentown, Pa., presided at this 
diagnosis of some of the common 
ills of the letter shop and allied in- 
dustries. 

In witnessing this probe, some of 
the MASA members whose timidity 
usually keeps them in the back- 
ground forgot their fears and took 
an active part in fluoroscoping the 


field and isolating some of the 
germs which are. retarding its 
growth. This, according to Jean- 


nette Robinson, the alert secretary, 
was the basic objective. Miss Rob- 


|over the size of the commercial ex- 
|hibit at the convention, which in- 
| dicates that the MASA, which for- 
|merly met with the Direct Mail 
| Advertising Association, has reached 
ithe stage where it is fully capable 
‘of holding forth on its own. 


Morgan New President 


William T. Morgan, R. L. Polk & 
Co., Chicago, was elected president 
of the association, succeeding Ed- 
ward N. Mayer Jr., James Gray, 
Inc., New York, who becomes ex of- 
ficio member of the board. Other 
officers were elected as 
vice-president, Trayton H. Davis, 
Trayton H. Davis & Associates, Mil- 
waukee; Western’ vice-president, 
Will Zelkin, Zelkin Bros. 


Wiggins, Wiggins Systems Ltd., 
Winnipeg; treasurer, Raymond C. 
Martin, Albany Publicity Service, 
Albany, N. Y. 

D. Stewart Webb, Webb Adver- 
tising Service, Baltimore, and Mer- 
rill Burgess, Burgess-Beckwith, 
Inc., Minneapolis, were elected di- 


rectors, and Mr. Davis was re- 
elected. Holdover directors are 
May O. Vander Pyl, Advertising 
Letter Service, Detroit; John E. 


Wolf, John E. Wolf Company, Ok- 
lahoma City, and Mr. Musselman. 


follows: | 


Denver; | 
Canadian vice-president, Charles S. | 


Successor Named 

Aubyn Chinn, Midwest director 
of consumer relations of the Borden 
'Company, was married Aug. 31 to 
W. A. Wentworth, director of public 
relations of the Borden Company, 


New York. She has retired from 
business and will reside in New 
York. 


Rachel Reed, formerly director of 
| the Kansas City Dairy Council, will 
succeed Miss Chinn, making her 
headquarters at 221 N. LaSalle 
| street, Chicago. 


Effective October 1, the Yale & 


Towne Mfg. Company, New York, | 


has appointed the James Thomas 
Chirurg Company, Boston, to han- 
dle all advertising of its Stamford, 
|Conn., division, including its com- 
|plete line of locks and _ builder’s 
|hardware. This appointment is in 
|addition to an earlier announcement 
of the Chirurg Company’s retainer 
as counsel for Yale & Towne door 


closers. Redfield-Johnstone, Inc., 
will continue to be retained as 
counsel by the Philadelphia ma- 
terials-handling division. 
Fielding to WFIL 

Fred Fielding, formerly New 
York radio department head for 


N. W. Ayer & Son, has joined the 
sales staff of WFIL, Philadelphia. 


B He built a better mousetrap 


ee 

i 

...- BUT IT NEVER CAUGHT ON! 

" T. was a swell mousetrap. Remote control ... automatic clutch... 
: streamlined to a fare-thee-well. In a consumer jury test the mousies 
. simply loved it. ‘‘Boy!”’ said the builder. ‘‘I’ll make a mint of money. I'll 


put my mousetrap on the market, and the world will beat a path tomy store.” 


But the world didn’t do any such thing. It stayed away in droves. And 
the miraculous mousetrap gathered dust instead of dollars. 


Write 


Erie, Pa. 


ADD MORAL: If your catalog contains news, 
give it a cover that says NEWS. Give it 
a cover that’s a stopper . 
the reader’s eye and his interest. Give it 
a new Hammermill Cover. . . 
it a head start with your prospect. 
You'll like Hammermill Cover for its 
brilliant colors. . 
clean printability . . 
like it for the money it saves. Hammermill 
Cover is moderate in price. And you can 
print it economically, work and turn. 
Dress up your next catalog or booklet 
with a sparkling new Hammermill Cover. 
for 45-page 
sample book showing all the new styles. 


Address Hammermill Paper Co., Dept. G, 


: uy ie 
ST v = <i os 


MORAL: If you have a new line of products, 
or a new improvement on the old line, te// 
the world about it. Introduce it with a 
catalog that clicks... that says at a glance, 
“Here’s something worth looking into!’ 


. . that catches 


and give 


. distinctive finishes .. . 
. durability. You'll 


Hammermill Cover 


Getting Personal 


Louis Menna, art director, Lennen & Mitchell, has returned fron 
a flying trip to the Pacific Coast where his mission was to contac: 
Tom Kelley, leading Hollywood commercial photographer, who is tak- 
ing pictures of screen lovelies to adorn Woodbury and Jergens ad 
of the future... 

H. H. Wilkinson, a.m., Permutit Co., is trying to get caught u; 
with things again after returning from his annual vacation. . . Among 
the tunesmiths whose offerings are included in the new Broadcas! 
Music, Inc., catalog is E. D. Madden, v.p.. McCann-Erickson. His 
contribution is quaintly titled 
“Can It Be Love?” . . 

Roger Faweett, the deadey: 
publisher, tied with two othe: 
sharpshooters for the Class A 
championship at Vandalia, O. A 
shoot-off eliminated one of his 
rivals, so Fawcett and his adver- 
sary flipped a coin for the title 
Fawcett lost. . 

The premiere of “The Dis- 
tant City,” drama by Edwin B. 
Self, a. m. of Joseph Schlitz 
Brewing Company, Milwaukee 
took place in the Michiana 
Shores Theater, between Michi- 
gan City and New Buffalo, Mich.., 
Sept. 2. “It is the story of an 
old woman who has walked i: 
dark places, an illegitimate son 
who is the apple of her eye, a 
maid who pays the penalty of 
her folly, and a great ministe: 
who, not without sin himself, 
finds reaffirmation of faith in 
these simple people.” 

Howard Caldwell, pres. 0! 
Caldwell-Baker Co., Indianapolis 
agency, has just published a book containing histories and biographies 
of 224 members of the Service Club of Indianapolis, veterans of World 
War I. . . Major John A. Holman, gen. mgr. of KDKA, has returned 
from army maneuvers at Ogdensburg, N. Y., where he was attached 
to the staff of Major F. R. Lyons, handling public relations. . . 

William E. Kuehn, ad and display manager for Sears, Roebuck & 
Co., Rockford, Ill., was married Aug. 27 in Fond du Lac, Wis., to 
Edna F. Ewing. . . Lucille Lacey, production manager of Cole & Co., 
Memphis, was married recently. . . 

Frederic E. Bager Jr., production manager and art director ot 
Scott-Telander, Milwaukee advertising agency, was burned by a 
flaming alcohol stove Aug. 12 while aboard N. L. Telander’s yacht, 
Islander, in Georgian Bay. He was rushed to a Milwaukee hospital 
by a coast guard amphibian plane. . . Frank Starbird, a.m. Firestone 
Tire & Rubber Co., is convalescing in Cleveland Clinic Hospital fol- 
lowing an operation. . . 

Plez R. Pettit, advertising director of the Memphis Commercial 
Appeal, is becoming a barbecue expert by experimenting with steaks 
on an outdoor pit he has built in his yard. . . Benn Kinovsky, a.m., 
Milwaukee Sentinel, and past 
president of the Milwaukee Ad- 
vertising Club, has changed his 
name to Benn Kay, a move which . 
resulted from a collection of en- | 
velopes made by his son, Howard, } 
showing his old name. spelled 
more than 100 different ways. 

Elmer E. Flagler, manager 
of the New York News’ Western 
advertising office, made a hole in 
one on Labor Day. The miracle 
occurred on the 140 yard, par 3, 
14th hole of the South Shore Golf 
Club, Lake Wawasee, Ind., in the 
presence of qualified witnesses. 
Just to make it more exciting, 
Bill Williamson, the club pro, 
reported that it was the first this 
year at the South Shore. : 

Lee H. Bristol, v.p., Bristol- 
Myers Co., made the Opinion 
page in PM last week with a let- 
ter to the editor. His suggestion 
was that PM editors “hold their 
steam in connection with com- 
plaints emanating from govern- 
ment bureaus concerning con- 
sumer goods until the defendant 
has had his day in court.” 

Lew Valentine, the “Dr. I. Q.” of the airways, is authority | 
the statement that New Yorkers are smarter than residents of smal! 
cities. In the course of his current engagement at the Capitol Th: 
ater, he has found that it takes 55 or 60 questions to fill his Mondo: 
night broadcast period over NBC. In most other cities, he only } 
time for about 50... 

Ray Irwin, advertising agent of the Delaware, Lackawanna 
Western Railroad, has just completed 30 years of service with the ra 
road. At 17, his first job was in the DL&W ad dept. which he : 
heads. “Phoebe Snow,” the Lackawanna trade character who 1 
“the road of anthracite” in order to keep her white dress free of 
coal soot, made her first appearance a short time after he began 
career 

Kenneth Beirn, account executive at Pedlar & Ryan, marred 
Mary Jane Russell, until recently with Life. The new Mrs. Beirn 
sister of cinema actress Rosalind Russell. Another sister is Mrs. C! 
ter J. LaRoche, wife of the Young & Rubicam prexy. . . 

Charles H. Eyles, pres. of Richard A. Foley Advertising Age! 
Inc., Philadelphia, celebrated his birthday Sept. 4. Roger D. 
Edwards, pres., Atlas Tack Co., Fairhaven, Mass., was given a surpr's¢ 
birthday party by 200 employes Aug. 29. 

George R. Stege Jr.,. on the Chicago staff of Liberty, is act. 
again after a term in an Evanston hospital 

John W. McConnell, publisher of the Montreal Star, is $1,000 
poorer these days He gave that amount to the Royal Air Force 
which gratefully announced that the money will be used to provi 
“McConnell Squadron” to be purchased in Canada 


PHOTOG SNAPPED 


C. Monroe Smith of Collier Advertising 

Service, New York, whose candid cam- 

era has contributed several pictures to 

this department, is caught looking into 

a camera himself on a vacation cruise 
in the West Indies. 


GUESS WHERE HE IS 
a ae 


the 


You're 
Evans, vice-president and editor of Fam 
ily Circle, got the traditional welcome 


right first Harry 


time. 


in Hawaii, where he went last month 
to gather material for a series of articles. 
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King-Size Wings 
Places Aviation 


8 o'clock 


. . - ete oma 

Series on Radio ede on has also 

“Horace enaded are . ge gg 
Adds ngegp alg ge from 8:30 to 9 to 


General Foods 
Two Shows on CBS; Rea 
Total Is Now Nine 


grams. 


11.—Brown &| 
Corporation | 


New York, Sept. 
Williamson Tobacco 
will launch “Wings of Destiny,” a 
new program of sketches dramatiz- 
ne the romance of aviation, Oct. 4 


Better 


cepting laxative advertising for the tions of the Gardner Advertising Company has Sherer Asks Radio Permit 
It will be heard in The program, in the form of a quiz the account. 

the same spot, Thursday from 8:30 dramatizing errors in speech, will 
2 to 9 p.m., 


Blue network. 


same sponsor's 
gram which will move Oct. 3 to the tising Company is the agency 


network. Stack-Goble 
tising Agency handles all three pro- 


Features Errors of Speech 
Speech Institute of Amer- to the air Sept. 
ica will sponsor 
ica,” beginning 
from 7:30 to 8 p. m., over 45 sta- stations of the NBC Blue 


NBC Blue network. 


formerly occupied by the be in the interest of publications 
“Pot o’ Gold” pro- of the Institute. McJunkin Adver- 


spot. The new 


ew program Adds Three Stations 
aired over 77 


stations. p. 
renewed Westinghouse Electric & Mfg. at 
Treasure Chest,” |Company has added three stations nounced. 
Blue network, for 
“Musical Americana,” 
Adver- | total of 102 stations. 


made in the 
making a which will be 
cigaret tobacco, 
field cigarets. 


70 stations of the NBC 


Tom Mix Returns 

Ralston Purina Company will re- 
turn “Tom Mix Straight Shooters” 
30 after.a summer 
The serial is heard daily 
from 5:45 to 6 p. m. over about 52 


“Speak Up Amer- | vacation. 


Stanley 
Sept. 29, Sunday my 


Prof. Quiz Changes 


Liggett & Myers Tobacco Com- 
“Professor Quiz” 
1, from 9:30 to 10 
m., instead of Thursday, Oct. 3, 
10:15 p. m., 


pany will present 
on Tuesday, Oct. 


previously an- Operate amplifier 
A change has also been bUrn, 
advertised 
pipe and 
instead of Chester- 
Newell-Emmett Com- 
pany is the agency. 


Statfeld to Industrial 
Staffeld been made |Charlton H. Cowling, Mr. 
- director of art and sales of Indus- son, will 


network. trial Pictures, Inc., Detroit 


C. T. Sherer Company, Inc., has 
asked the Federal Communications 
Commission for authority to build 
a radio station at Worcester, Mass., 
to operate on 1200 kilocycles, with 
250 watts power and unlimited time. 
The company also asks authority to 
stations at Au- 
Whitinsville and Marlboro, 
using 100 watts power. 


Mass., 


Name “Topics” Admen 


In addition to William C. Cowling, 
publisher, Frank Barron will handle 
advertising of Automobile Topics 
in the Detroit area. Mr. Cowling 
recently bought the magazine. 
Cowling’s 
manage the New York 
office. 


ets, the series will be aired Friday 

from 10 to 10:30 p. m. over 65 sta- | 
. tions of the National Broadcasting | 
f Company. Russel M. Seeds Com- 
| pany is the agency. 


Drama for Best Foods 


Best Foods, Inc., will launch “We, 

. the Abbotts,” in behalf of its’ food 
| products, Oct. 7. The dramatic 
serial will be heard daily from 4:15 


|: 
F 
| 
In behalf of Wings king-size cigar- | 


. » to 4:30 p. m. over 56 stations of the 
I | Columbia’ Broadcasting System 
‘ ' Benton & Bowles directs the ac- 


count. 


Grange for National 


. National Refining Company will 
. sponsor Red Grange in a program, 
: “Football Forecasts and Scores,” be- 
d i ginning Oct. 4 and continuing for 
d } 13 weeks, the duration of the foot- 
d { ball season. The football hero will 
. be heard on Friday night from 7:15 


to 7:30 p. m., when he will predict 
“4 » the outcome of Saturday’s games, 
' and on Saturday night from 6:45 to 
7 p. m., when he will compare his 


vf forecasts with the actual scores. 
. Grange will broadcast over 18 sta- 
t tions of the Mutual Broadcasting 
al 


System both nights. Sherman K. 
od 7 Ellis & Co. is the agency. 


|- 

Barn Dance Goes On 
al Miles Laboratories, Inc., has re- 
ts » newed the “National Barn Dance,” 


1s, for Alka-Seltzer, effective Oct. 5. 
The program is aired Saturday from 
% to 10 p. m. over 57 stations of the 
NBC Red network. Wade Advertis- 

ing Agency has the account. 


Bill Stern Renewed 


Colgate-Palmolive-Peet Company 
has renewed “Bill Stern’s Sports 
Newsreel of the Air,” effective Oct. 
6 In behalf of Colgate shave 
cream, the sports commentator is 
heard Sunday from 9:45 to 10 p. m. 
over 47 stations of the NBC Blue 
network. Sherman & Marquette is 
the agency. 


Two for General Foods 


General Foods Corporation will 
launch two new programs, “Kate 
Hopkins” and “Portia Blake,” be- 
ginning Oct. 7. The new shows, 
both of which have been broadcast 
on a spot transcription basis, bring 
to nine the total number of Gen- 


rry eral Foods programs on the Co- 

m umbia Broadcasting System and 

me give the company the largest single 

= broudeasting schedule on the net- 
work 

“Kate Hopkins” will be aired for 

Maxwell House coffee daily from 
#45 to 5 p. m. over 43 CBS stations, 
ind “Portia Blake,” for Post Toast- 
es, daily from 4 to 4:15 p. m., over 
‘pproximately 65 stations. Benton 
* Bowles is the agency. 

Quiz for Nature's Remedy 


Lewis-Howe Company will spon- 
or “Fame and Fortune,” a quiz 
rogram, beginning Oct. 17. The 


show, for Nature’s Remedy, is 
,; ‘he first program to be aired by 
' NBC under 


its new policy of ac- 


sigs 
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THE COMMERCIAL: APPEAL 


MEMPHIS PRESS -SCIMITAR 


CHICAGO SAN FRANCISO 


2) 


=e 


NOW! A\ Home Inventory Study 
of 96 


The smaller town market is 


tremendously important. expert knows 


Every sale 
JUST HOW IMPORTANT? What brand: 


of merchandise do smaller town familie 


that. The question naturally arises: 


prefer? And especially in comparison 


with metropolitan preferences. Advertisers, agencies and research men generally 


are familiar with the pattern of the Scripps-HNoward 16-City Nation-Wide 


Home Inventory. This was also the pattern for the e ty of Memphis ty ly. Now 
we have finished a similar survey of the smaller town—an exhaustive study of 
the buying habits and brand preference 26 tyt ical towns in the Memphi: 
market. This 26-Town Home Inventory » complete and revealing study: which 
groceries, which drugs, which cosmetics smaller town families buy and how 
often: which home appliances: what their automotive preferences are. And the 
findings are contrasted with those ¥§ Memphis to dramatize any existent 
differences between metropolitan and smaller town preferences. We think 
without question, it is the most valuable study of its kind ever compiled abou 
the smaller town market. If you are interested, we'd like to show it to you 


ly pical Smaller Towns 


National Advertising Dey pps-Howard Newspapers, 230 Park Avenue, New York 


MEM PIIS 


DETROIT 


eS 


PHILADELPHIA 


J Do Le 3 
In a 
SMALLER oi 
TOWN 


; 


"For instance, we er prefer the 
nationally-known kinds of coffee" 


“On the other hand, most of us prefer 
local jobber brands of flour” _ 
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clared, can’t comprehend all the de- 


And so, he implied, heaven help 
5 the layman. 
Advice {1} Admen Charles A. Collin of New York, 
one of the insurance field men who 
i were called in to tell how good ad- 
vertising by the home office could 
in Insurance Field help them sell prospects, led off 
| with the bull’s-eyes. He represents 
National Fire Insurance Company 


‘Medieval Documents’ of Hartford. 
Scored by Guests at Impossible to Comprehend 


Conference “It’s words that we're selling,” 
a: Mr. Collin insisted; “words in a 
7 (Picture on Page 47) contract. I marvel that our busi- 


ness has grown as big as it is while 
Atlantic City, Sept. 10.—The men | selling agreements that are beyond 
who write the insurance industry’s |the understanding of most of the 
advertising were thoroughly and | buyers. 
emphatically “told off” by guest “Far be it from me to urge 
speakers at the two-day annual |changing contracts, clauses and 
meeting here of the Insurance Ad-| phrases that have been interpreted 
vertising Conference. and re-interpreted by courts so that 
Some suggested that the copy |the liability is clearly understood. 
men study department store and | But can’t we at least start now and 
cigaret advertising for original |highly resolve that thereafter new 
ideas; others that they consider the |clauses and forms shall be finally 
rise of General Motors and Coca- | passed on by a writing man whose 
Cola. And two told them in effect | iob it is to know how to make him- 
that they had better throw out the | self clear? 
lawyers who now write the poli- “The reason why new forms of 
cies, take over that job, and put | insurance—profits and commissions 
the contracts in plain English that | for instance—are not sold to mil- 
a customer can understand. Even |lions of people who need them is 
an insurance man, one speaker de-_ perfectly simple: neither buyers nor 


Humanize Policies, vious legal phraseology in a policy. | 


agents nor field men nor the under- | TAKES A CRACK Surety Company, said that “com- 


writers themselves know precisely | panies can really help an agent by 
and exactly what those jaw-break- determining what forms of adver- 


tising will best forward the thre: 
real productive activities of ths 
agency: acquiring new clients, de- 
veloping accounts, and servicing ac- 
counts.” 

Wallace A. Bell, of Newark, Ne, 
| Jersey, agent for the Aetna Fire 
Group, suggested the study of Gen- 
eral Motors and Coca-Cola. He said 
|that “first-class agents want n: 
| tionally known and advertised con 
panies, just as a druggist featur: 


DON'T BLAME THE CAMEL... advertised tooth paste.” He added 


ing, breath-taking phrases mean. 

“And their names are just as bad. 
What, for instance, is a ‘floater’? 
I’m not the least bit surprised when 
buyers associate ‘wave wash’ insur- 
ance with shirts in a Chinese back 
yard. If I were an agent I’d make 
your lives miserable by constantly 
writing disagreeable letters telling 
you in Heaven’s name to make it 
simple.” 


Where to Get Ideas 


Mr. Collin urged the advertising | “ty ay 
men to spend more time in the field, HE CAN'T HELP GUZZLING! bl wince ehneeaes cow — 
since “you can’t create new, star- | wi Save ey Ne og [Be ii ance buyers in the American ma) - 
tling, attention-arresting ideas in a hat st be Ged far tang ¢ sno | | ket, and they will be paying pr« 
committee or staff meeting. All| ‘ miums to companies whose nam« 
you'll do that way is make your | ‘Wy htihetsnesqeuom ot how my |are familiar household words.” 
advertising more and more like | i) sty: ssn: tule ot7Up quences 
your competitor’s. And if you can | he month and throat Place in Preparedness 
cut the name off the bottom of an| NALS | Raymond C. Dreher of Bosto: 
lad and substitute a cg | eee  cutmolng IAC president, said that 


} : 
'““we who sell security and peace of 


then that advertisement was a long | mind can do our country a vit 
way from perfect in the first place.” | “+= -"r service now. We know that tru 
Harford Powel, vice-president of | — en preparedness involves our whol 
the Institute of Public Relations, | Current newspaper copy for 7-Up takes economic front, and that insuranc: 
Inc., New York, fired another shot| a lusty wallop at the “big bottle for @ has an important place in prepared- 
at the same target. “What good,” | nickel"—or less—which is becoming in- | nace 
he demanded, “is protection if ot —_ a anes cg up “There are many things which 
| owe ste s¢ « ; 7 . eir extra storage Tanks, says e copy, a ET ee P : . 
cennot unersand i aa for that | Be it ane’ poh to hemo |e, 2 advertising and promot 
‘ “Quenching thirst is not a question of |™en can to do help agents see an 
how much you drink. It's what you meet their new opportunities an 


and the copy still is appropriate, | Sip 1t-Taste it. 


supply of it? 
“If I must, under the law, have a drink that counts.” responsibilities.” 
Fred Bremier of Curtis Publish 


in the language of 


pace iy pateons Comcennene (ve eaves 


ERN 


ene COMP ANT OHA APPRECIATE SRCEEETION 


WEST 


JOHN DOE 

1347 FIRST STREET 

NEW YORK | 

PLACE YOUR ORDER NOW FOR QUICK | Pac 

SHIPMENT OF OUR NEW LINE ETC SH 
GEORGE SMITH 


A WESTERN UNION 


B O O K of 
TELEGRAMS 


The same telegram sent to a list of 
addresses in one city or to the entire 
nation .... Easy to prepare.... one 
telegram —one list~we do the rest. 
For QUICK ACTION—call your nearest 
Western Union Manager. 


ing Company, Philadelphia, pre 

sented a new set of insurance dats 
from the consumer purchase survey 
by the U. S. Bureaus of Labor Sta- 
tistics and Home Economics. These 
showed that far less than half the 
families who should have auto lia- 


verbose, medieval-looking docu- 
ment, crammed with long words 
and sentences, would it be illegal 
for you to supply me with a trans- 
lation? 

“You advertising men know how 


in the language of 4 4 to use plain, simple words, so come f . 
= A BOOK on now. You believe there are Pility and health and accident in- 
the telegraph, it .. = seven major types of insurance SUrance carry it, with New York be- 


which an average, up-and-coming low the average for other cities. 
American needs before he has real Gibson New President 
protection against the increasing 


tert ar ’ David C. Gibson, vice-president 
risks of this life. Can’t you tell me ’ 

h | . EI | panes aie ns aga Maryland Casualty Company, Bal- 
clearly what they are, and how | “"" vie aad 

t e sa esman, it Re: Ss S much of them I should buy? timore, was elected president. Othe: 


new officers: R. E. Brown Jr., su- 
|perintendent of advertising, Aetna 
Life Affiliated Companies, Hart- 
ford, vice-president; Clark W 


“We are still dazed by the size 
of the great insurance companies, 
the splendor of their buildings, and 
the astronomical sums which are “ie 
mentioned in their financial reports, |S™itheman, advertising and pro- 


But we cannot understand their duction manager, Camden Fire In- 
language. We are not sure what | 5Urance Association, secretary-treas- 


they sell or whether we need it. | urer. 
Elected to the executive commit- 
Job for Advertising tee, besides Mr. Dreher, the outgoing 


“So long as seven in every ten | president, who becomes an ex-offi- 
motorists are willing to drive with- |cio member, were Sidney C. Doo- 
out auto liability insurance we have little, advertising manager, Fidelity 
not learned the meaning, in insur-|and Deposit Company, Baltimore 
ance, of ‘liability.’ This is advertis- | J. W. Mason, advertising manager, 
ing’s job, either to teach us what| National Fire Insurance Company, 
this word means or to find a better | Hartford; John Ashmead, advertis- 
one. ing manager, Phoenix Insurance 

“We have heard about the huge |Company, Hartford; Charles E 
insurance fortunes paid to a few |Freeman, business promotion su- 
rich men, and how Mistinguette | perintendent, Springfield (Mass.) 
carried an immense policy on her|Fire and Marine Insurance Com- 
legs. But it is litthe men who need | pany. 
plenty of insurance for their fami- 
lies. It is working girls who need ° 
accident insurance more than do | Plan Royal Fall Drive 
famous ladies of the stage. | Standard Brands, Inc., New 

“You advertising men might for- | York, will continue to feature 
— “~ oo —— igre 
a aking surance si - § ties in its fall promotion for Roya 
therefore more popular, mong or. |desserts. Full color pages in 

sei be Good Housekeeping, Ladies’ Home 
dinary people who need it most. Journal, Life and McCall’s will be 

W. A. Boone, Philadelphia agency | ysed in addition to color copy in 
supervisor for Aetna Casualty and | newspapers. 


° Sloe fedllec 25th ANNUAL . 
xqnQWAAL HOTEL ENPaSrTIgy 7 


get the past and devote yourselves 


ITIO) 


It’s a banner year for a great show ... so plan now to 
attend the Silver Jubilee Exposition. Many special ex- 
hibits and meetings will make this the most important 


show we have ever held. Write to the National Hotel Exposi- 
tion today at 221 West 57th St., New 
York City, and an invitation will be 
sent to you at once. No registration 
fee will be made, Executives of 
hotels, restaurants, clubs, hospitals, 
institutions, railroads, steamship 
and air lines are invited. 


| QUANTITY DISCOUNTS ON LOCAL OVERNIGHT TELEGRAMS OF SAME TEXT FROM 10% TO 50% | | ss NOVEMBER 11 to 15,1940 | 


Grand Central Palace, New York Ci 
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More Advertisers 
Support Plan fo 
Cut Farm Surplus 


Philadelphia, Sept. 12.—Manufac- 
turers and public carriers serving 
85 million meals yearly are now co- 
operating in its plan to cut farm 
surpluses, Farm Journal and Farm- 
er's Wife announced today. This 
is an increase of 4 million since the 
project was outlined in the pages of 
the publication a month ago. 

Under the plan, Farm Journal 
and Farmer’s Wife sends out peri- 
odical bulletins apprising coopera- 
tors of farm products which will be 
listed as surplus in various parts of 
the country in the immediate fu- 
ture. Manufacturers instruct man- 
agers of their company cafeterias 
to feature one or more of these 
products on their menus as a public 
service. The same plan is followed 
in railway dining cars. 

Farm Journal and Farmer’s Wife 
said that possibilities of the idea 
are illustrated by the fact that 
American manufacturers employ 
about 8,500,000 persons, a ‘large pro- 
portion of whom eat at least one 
meal a day in company cafeterias. 
Class A railroads serve 27,000,000 
meals annually to dining car pa- 
trons. Farm Journal and Farmer’s 
Wife presented the plan “as a na- 
tion-wide cooperative effort to bring 
the farm surplus problem directly 
before agriculture’s leading cus- 
tomer, the American worker.” The 
idea was conceived by Graham Pat- 
terson, publisher, and presented to 
industrial companies who are prom- 
inent in national advertising. 

The list of those responding to the 
suggestion includes such outstand- 
ing advertisers as Aluminum Com- 
pany of America, Armour & Co., 
Caterpillar Tractor Company, 
Chrysler Corporation, General] 
Foods Corporation, H. J. Heinz 
Company, Lever Bros. Company, 
Metropolitan Life Insurance Com- 
pany, Pepsodent Company, Real 
Silk Hosiery Company, A. Stein & 
Co., and many others of like calibre, 
as well as leading railroads. 


Gets Airline 

Chicago & Southern Air Lines, 
Robertson, Mo., has placed its ac- 
count with Walker Saussy Adver- 
tising, New Orleans. The company 
will shortly move its home office to 
Memphis, it is reported. 


“Free-Lance” Names Rep 


The Daily Free-Lance, Henryetta, 
Okla., has 


vertising representative. 


PRINTING 


AITHORN service is 
OF scpeinn=-tdenoniee, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


a 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


| 
| 


appointed Southwest | 
Dailies, Memphis, as its national ad- | 


Republicans Appoint 


White, Agency Head 
James R. White, president of 
Rickard & Co., New York, has been 
appointed national director of the 
industrial, business and trade pub- 


licity section, Republican National 


Committee. 


Mr. White will make his head- 


| quarters at the offices of the Eastern 


division, 70 E. 
York. 


45th street, New 


To Jasper, Lynch 

American Bolex, Inc., New York, 
importer of motion picture cameras 
and projectors manufactured by 
Paillard-Bolex Company, Switzer- 
land, has appointed Jasper, Lynch 
& Fishel, New York, to direct its 
advertising. Consumer magazines 
and business papers will be used. 


Stress Sunbeam 
Helps for Home 
in Fall Drive 


Chicago, Sept. 11.—Contributions 
of Sunbeam household appliances to 
modern living will be spotlighted 
in an expanded fall advertising 
campaign just getting under way 
in national magazines for the Chi- 
cago Flexible Shaft Company. All 
copy will be black and white and 
will occupy one-half and two-thirds 
pages. 

Better results obtained by electric 
mixing over hand mixing is the 
basis for the Sunbeam Mixmaster 
campaign. The copy theme was de- 
veloped from tests conducted by 


Grace Viall Gray of Better Home- 
making Institute. National maga- 
zines on the Mixmaster schedule 
are: American Home, Better Homes 
& Gardens, Electricity on the Farm, 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, The Satur- 
day Evening Post and Woman's 
Home Companion. 

The exclusive shaving head will 
be the featured subject of copy for 
the Sunbeam Shavemaster cam- 
paign which will run in Esquire, 
Life and The Saturday Evening 
Post. Sunbeam Coffeemaster copy 
will appear in Electricity on the 
Farm, Good Housekeeping and 
Ladies’ Home Journal. The auto- 
matic features of the Coffeemaster 
will be emphasized. 


Sunbeam Ironmaster copy 


| Shaft Company. 


also | 


39 
will lay stress on the automatic fea- 
tures of this appliance. American 


Home and Woman’s Home Com- 
panion are scheduled. The “pops 
up” and “keeps it warm” opera- 
tion of the Sunbeam toaster get a 
prominent place in copy for that 
appliance. The Saturday Evening 
Post is scheduled. 

A. E. Widdifield is advertising 
manager of the Chicago Flexible 
Perrin-Paus Com- 
pany, Chicago, has the account. 


Names Wettlin 


South Jersey Dry Cleaners and 
Southern Jersey Cleaners, Inc., has 
appointed Wettlin & Co., Camden, 
N. J., to handle its advertising. 
ana and direct mail will be 
used. 


Stripped of 


excess verbiage, 


and putting a practical working 
plan into simple and under- 
standable language, Jim Young, 
star copy writer and agency 
executive, now director of the 
Bureau of Foreign and Domestic 
Commerce, has rendered a real 
service to advertising by con- 


100 EAST OHIO ST. 


“THE SHORTEST AND SANEST THING 


ON THE 
SUBJECT 
I'VE EVER 
READ!”’ 


says A.B. Hine, Jr., 
of Ketchum, Mac- 
Leod & Grove, Inc., 
in ordering 10 
copies of James W. 
Young’s remark- 
able book, “A Tech- 
nique for Produc- 
ing Ideas.” 


densing 30 years’ creative ex- 
perience into one small volume. 

Hundreds of copies have 
already been sold—and those 
who buy order additional copies 
for friends and associates. Be 
sure to get yours before the pres- 
ent limited edition is exhausted! 

Price, $1.00 postpaid. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
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ADVERTISING AGE 


September 16, 1940 


Ad Course of 
N. Y. Club Will 
Open Oct. 14 


New York, Sept. 12.—The adver- | 
tising and selling course of the Ad- 
vertising Club of New York will 
open its 17th series of lectures Oct. 
14 at the auditorium of the Engi- 
neering Societies bldg., 29 W. 39th | 
street. 

The course is open to men and) 
women who wish to gain a prac- 
tical knowledge of advertising and | 
sales work. In addition to 26 lec-| 
tures covering all phases of adver- | 
tising and selling, the course in-| 
cludes a series of specialized clinics | 
covering copy, sales _ promotion, | 
salesmen’s problems, advertising | 
production, radio production and) 
retail promotion. All lectures and} 
clinics will be conducted by leaders | 
in their respective fields. 

The course is operated on a non-| 
profit but self-supporting basis. The | 
opening session is free and will be| 
held at 7:45 p. m., Oct. 14. The 
lectures, starting Oct. 21, open at) 
6:15 and close at 8 p. m. 

Among members of the Adver- 
tising Club of New York who form 
the committee in charge of the ad- 
vertising and selling course are: 


| William A. Boetcker, 


“HOW GOVERNMENT SHOWS INCOME FOR JULY - Catholic Papers 


THE TRADE-O-GRAPH| 


INCOME PAYMENTS 


EACH SYMBOL EQUALS ONE BILUON DOLLARS 


Million Circulation 


Chicago, Sept. 12.—Guaranteeing 
an average weekly net paid circula- 
tion of 1,000,000, two large Catholic 
|publications, Our Sunday Visitor, 
Huntington, Ind., and the Register, 
| Denver, have joined forces to offer 
their papers to advertisers as one 
junit. They are being represented 
|nationally by C. D. Bertolet & Co., 
| Chicago. 
| It was only about three months 
ago that Theodore F. MacManus, 


[UNITED STATES DEPARTMENT OF COMMERCE]@[BUREAU OF FOREIGN AND DOMESTIC COMMERCE} 


veteran agency man, visioned a 


i combination of Catholic 


Income payments in July totaled $6,070,000,000 as compared with $6,252,000,000 
in June of this year and $5,736,000,000 in July, 1939, says the Bureau of Foreign 


and Domestic 


Commerce. 


| similar 
|Sunday papers which would join 
forces to offer an advertising me- 
dium with a total circulation rang- 
,ing from one to three millions. Mr. 


| MacManus’ plan involved a Sunday 


G. Lynn Sumner, G. Lynn Sumner Square _ Boys’ Club, registrar; | supplement, but details of cost and 


Company, president; 


rector of educational activities;| Horace H. Nahm, Hooven Letters, | 
Herbert L. Stephen, Printers’ Ink | Inc., director of clinics; John W. 
'Publishing Company, chairman;| Quinn, Equitable Life Assurance 


Madison |Society of the U. S., arrangements. 


Warren M.|Thomas W. Jones, Acme Mail Serv-| Members of the group have not 
Barrington, Johnson & Johnson, di- ice, director of student activities; been revealed. 


For the period ending June 30, 
1940, Our Sunday Visitor’s total net 
paid circulation was 494,775 while 
the Register’s total is given as 
|477,622. The Register consists of 


They looked a fallacy in the face 


And saw how to give your advertising 
message 100% Market Coverage 


| 26 official diocesan editions and the 
national edition with a circulation 
}of 111.750. Thirty thousand circu- 
lation is expected to be added to 
|the Register total with the inclusion 
of a new St. Louis diocesan paper. 
| Our Sunday Visitor expects to add 
some 50,000 new circulation at once 
| with a news edition. 

“With some 21,000,000 of 
country’s 130,000,000 population 


our 


Controlled Circulation Publications don’t fool 
around. They get in there and pitch! They 
pitch your advertising message right into the 
hands of the key men who have the final say 
on company purchases. 


All this happens because controlled circula- 
tion publishers were not afraid to look a fallacy 
in the face. They saw what looked like an 
alibi behind the gag that a man reads only 
what he buys. It looked like an alibi to cover 
up the obvious fact that no salesman . 


even a subscription salesman . 


- not 
. can see and 
sell 50% of his logical prospects. 


And then these business paper publishers saw 
there were a lot of sensible advertisers who 
would like to take this handicap off their ad- 
vertising. They saw that advertisers 
wanted market coverage . . . not alibis. And 
they gave them what they wanted . . . com- 

s . . 
plete and bull’s-eye circulation. 


these 


—_— LEE 
THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


There is the simple explanation of the un- 
usual success of controlled circulation publica- 
tions. These publishers spend no money on 
high-cost and highly antiquated subscription 
selling methods. Instead, they put their money 
into vital editorial content, into scientific and 
adequate list building, into making sure that 
they reach the right men the key men 
who constitute your true advertising audience. 


Human nature does the rest. Human nature 


reads these interesting magazines . . . and re- 


sponds to the appeals in the advertising pages. 


being Catholic,” points out Ralph 
Gibler, advertising manager of Our 
Sunday Visitor, “the one million 
circulation of the combined papers 
will reach about one-fourth of this 
Catholic population.” He notes, too, 
that the Catholic population is 
chiefly urban, Chicago alone having | 
from 1,200,000 to 1,400,000 Catho- 
lies. 

Our Sunday Visitor was estab- | 
lished in 1912 by the Rev. J. F. Noll, | 
now the Most Rev. J. F. Noll, D. D., | 
Bishop of Fort Wayne. It is 
distributed through 7,248 parish 
churches. The Register was estab- 
lished in 1926. Its editor-in-chief 


You are invited to test the appetites of these |is the Rt. Rev. Msgr. Matthew 


important men for vital news of your product. 


Call in a representative of the Controlled Cir-| 


culation Publication that covers your market. 
He has facts. And a test campaign in his paper 
will bring you more facts . 


look good in your sales records. 


| 


the kind that | tity, bringing the rate down to $2 


Smith, and its president is the Most 
Rev. Urban J. Vehr, D. D., Bishop 
of Denver. 

Rates for the combination, with 
1,000,000 guaranteed, are $2.25 per 


agate line, with reductions for quan- 


per line for 3,000 lines per year. 
Our Sunday Visitor has a _ five- 
column page, 210 lines deep, while 
The Register runs eight columns of 
290 lines. 


AN TTR AN I TT LSE Tc RRR Uy Nn ae —— MLO TL . . 
Bub, Neville Join 


Bakers Review 

Bankers Monthly 

Better Roads 

Combustion 

Compressed Air Magazine 
Contractors and Engineers Monthly 
Drug Topics 

Dun’s Review Meat 
Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 


Graphic Arts Monthly 


CONTROLLED 


Hitchcock’s Machine Tool Blue Book 


Industrial Power 
Jobber Topics 
Liquor Store & Dispenser 


Machine Design 


Meat Merchandising 
Mill & Factory 


Modern Machine Shop 


New Equipment Digest 


Hospital Topics and Buyer 


Petroleum Marketer 


Industrial Equipment News 


Pit and Quarry Handbook 
° Premium Practice 
Progressive Grocer 
Purchasing 
Roads and Streets 
Rug Profits 
Soda Fountain 
Super Service Station 
Tires 


What's New in Home Economics 


Wood Products 


CIRCULATION PUBLICATIONS 


Jordan Agency 


| merly 


In addition to Gerry Bub, for- 
of Associated 
Inc., in Harrisburg, Pa., and son of | 
H. J. Bub, newly elected president, | 
Stewart-Jordan Company, Philadel- | 


|phia, has signed William Neville to 


its staff. Neville will head the new 
business staff while retaining his 
interest in William Neville Asso- 
ciates, representative of small town 
and sectional publications. 

Young Bub will be in charge of a 
newly established radio department, 
first step in the departmentalization 
of this agency. 


Crosley Elects Smith | 

The board of directors of the 
Crosley Corporation, Cincinnati, has 
elected George E. Smith as vice- 


| president and treasurer of the cor- | 


poration. Smith comes to the Cros- 
ley Corporation from the United 
Wall Paper Factories, Inc., of Chi- 
cago, where he was general mana- 
ger of the operations in the 10 
branches of that company and has 
supervision over all manufacturing 
and engineering functions. 


Ad Course for Wayne 
When its new season gets under 
wav Wayne University. Detroit. will 
offer a specialized course in adver- 
ticing copy. It will be handled by 
Albert D. Corkey. M.A.. Ph.1D.. for- 


/has been made 


Brewers in Safety Drive 


Advertisers ‘of safe or courteous conduct while 


merlyv of the faculty of the Univer- 


sity of Michigan. 


a ale 3 


New Provision 
for Discounts 


Combined fo Offer on NBC-Red Card 


New York, Sept. 10.—Both the Req 
'and Blue networks of Nations! 
Broadcasting Company issued ne) 
rate cards this week, simplicity be- 
|ing a feature of the latter and a ne: 
discount provision for large adve; 
| tisers highlighting the former. Thi 
‘discount applies to advertise: 
whose contracted gross billin 
equals or exceeds $1,500,000 withi 
a 12-month fiscal year period. T} 
discount of 25 per cent is in lieu « 
| weekly quantity discounts and re 
|bates to these advertisers wi 
|/henceforth be allowed on a curre: 
| basis, Roy C. Witmer, vice-presiden: 
in charge of Red network sales, ex 

plained. 

Edgar Kobak, holding the corre 
|sponding post with the Blue ne‘ 
| work, said that its new card is the 
clearest and simplest it has eve 
| issued. The card lists Station WRN. 
'as the new Richmond outlet, effec - 
itive Sept. 1, a slight increase i 
rates resulting for evening hour 
Other additions since publication 
rate card No. 26 include WKB}, 
Dubuque, Ia., and WCBS, Spring- 
field, Ill—both being supplement- 
ary to the Basic Blue—and the new 
Blue Florida network. About Oc 
1, WAKR will be added in Akron. 


New Red Stations 


The Red network card lists three 
| station changes. Having jumped its 
night power from 10,000 to 50,000 
watts, Station KSTP, St. Paul, has 
increased its evening rate from $320 
to $400 an hour. Station WIS, 
Columbia, S. C., has increased from 
$120 to $140 for evening hours 
Since the last card was issued, how- 
ever, Station WOLS, Florence, S. C., 
available for use 
with WIS without charge. 

An increase in evening rates from 


—_ 


/$120 to $140 will take effect Oct. 1 


for Station WFBC, Greenville, S. C 


| With it two others, WOPI, Bristol, 


Tenn., and WKPT, Kingsport, Tenn., 
are available without charge. Sta- 
tion KGLU, Safford, Ariz., added 
Sept. 1, will be available without 
charge to users of Station KTAR’s 
Phoenix facilities. 

Mr. Witmer also called attention 
to the simplified procedure govern- 
ing choice of stations in the South- 
western group, by providing a 
choice of any seven out of the eight 
stations. In the South Central grou; 
advertisers now have a choice of 
using Jackson or Mobile-Pensacola, 
or both. 


The La Crosse Brewing Company, 
La Crosse, Wis., has launched a 
safety crusade to promote safe and 
courteous conduct among bicycle 
riders. The company is awarding 
an engraved bronze pin and $1 in 
cash each week to the cyclist who 
has been judged to do something 
unusual or outstanding in the line 


riding. The local police force 
chooses the winners of the awards 


A Complete? 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERViCE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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The rates for this department are 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


All other classifications (single insertion rates): % in., 


$4.76 per inch. 


Wanted,” 


as follows: 
“Representatives Wanted,” 


and 
a line, minimum charge $1. 


Terms 
2.75; 1 to 3 in., 


POSITIONS WANTED 
FOOD ADVERTISING EXECUTIVE 
d merchandising man, with real 
s sense. On-the-ground familiar- | 
in many major markets; versed in| 
h national and dealer campaigns; 
d experience in retail operation. 
pert in advertising craftsmanship 
Youthful and dynamic, enthusiastic 
, years old, college degree. Now busy 
in heavy program, but bumping a low | 
ceiling Investigate. | 
Rox 3124, ADVERTISING AGE, Chgo 


G 
it 
b 
« 
I 


COPYWRITING AND LAYOUT JU- 
AioR—desires opportunity to show 
ability for minimum salary, girl 22 
univ. grad. in adv., home in Chicago 
Box 3126, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


PUBLISHER’S REPRESENTATIVE 


experienced advertising space sales- 
man, wide acquaintance, N.Y.C. Of- 
fice wants Eastern representation of 


ling publication, commission basis. 
Box 3113, ADVERTISING AGE, N. Y. 


WHAT HAVE YOU 
Located in Chicago's Loop District 
with fully equipped office, a man of 
xeneral business experience, advertis- 
ge, newspaper work, credit manage- 


ent and a good judge of personnel 
lesires the association or representa- 
tion of some business commensurate 


with his ability. 


Box 3125, ADVERTISING AGE, 


Chro 


|P. S. 


REPRESENTATIVE AVAILABLE 
To a geod, small magazine 
ing representative available, ac- 
quainted Eastern firms and agencies, 
experienced in merchandising, with 
practical promotional ideas that get 
results for publication and advertiser 
New York office. Confidential analysis 
without obligation. 

Write D. R., ADVERTISING AGE, N.Y 


advertis- 


POST CARDS 
“PHOTO” POST CARDS 
Newest, most economical method 
displaying any product. Samples ; 
prices on request. Graphic 
Hamilton, Ohio, 


Cs PHOTOGRAPHY 
41,000,000 stock pictures, all subjects. 
) 


Over 1,200 correspondents execute 
photo assignments anywhere in U. S 
promptly, at low cost! 
Free-lance Photographers Guild 
219 East 44th Street, N.Y.C 


MUrray Hill 2-3810 
MISCELLANEOUS 


illustrated booklets, folders, catalogs 
Reproduced economically with 
Laurel's improved process 
500 (8%x11") copies $2.63 
Additional 100's 22 

All sizes available Quantity runs 
lower. Send for free descriptive man- 
ual. In Met. N. Y. request represen- 
tative. WAlker 5-0526 

Laurel Process, 480 Canal St... N.Y. C, 


Theodore MacManus 
Dies Suddenly 
in Summer Home 


Other obituaries on Page 17) 


Detroit, Sept. 12.— Death inter- 
vened today in plans of Theodore 
F. MacManus, 67, to put his great 
talent to work for the Willys-Over- 
land automobile. Mr. MacManus, 
who had repaired to his summer 
home near Sudbury, Ont., to rest 
following what was regarded as a 
slight indisposition, died suddenly 
in a heart seizure. 

Though he was a prime mover in 
the suecess of many products dur- 
ing his long advertising career, the 
name of MacManus came to be 
synonymous with automotive mer- 
chandising. He came into notice as 
advertising manager for the old 
Yale car, and thereafter handled 
advertising for most of the leading 
makes, including Ford, Packard, 
General Motors and Chrysler 


Urged Big Merger 


His affection for the car industry 
was matched only by his great re- 
ligious zeal, which he gave a prac- 
tical outlet in recent years with 
plans for merging Catholic weeklies 
great Sunday paper 
vhich would be as appealing to the 
Nasses any unit in the secula1 
re With others essaying execu- 
tion of this idea, however, Mr. Mac- 
us felt free to return to his 
ther love, the car field. 

In view of his broad conception of 
e duties of an automotive adver- 
sing agency, it is in one sense un- 
air to judge his work by a single 
ece of copy. At the same time, it 

inevitable that this should be the 
ise. for when veteran advertising 
men of that field get together to re- 
as} the past, the conversation in- 
‘ariibly turns to “The Penalty of 
“alership,”’ an advertisement in- 
tei by Mr. MacManus in behalf 

(Cadillac. Strangely enough, the 
Gvertising man himself did not re- 


fo create a 


as 


Vv 
Na 


“arc this as his most effective piece 
‘copy. He told Apvertisinc AGE in 
37 that it was a little too much 


ke Emerson and Elbert Hubbard to 
peal completely to its author, who 
4s astounded at the furor which 
‘ollowed its appearance 


In the same interview, accorded 


shortly after his withdrawal from 
MacManus, John & Adams, Mr. 
MacManus expressed 
over then current trends 
motive advertising. He said that 
advertisers must realize that “the 
world is not populated exclusively 
by half wits,” and urged a return to 
sound basic appeals. Criticising the 
“tortured overstatement” which he 


in 


| Inc., 


Promote Sales with attractive 


displeasure | 
auto- | 


found in too much advertising, he 


offered this simple formula: 

“A sound business grows on its 
good repute, a product on its merit 
and not the prizes which it offers.” 

Mr. MacManus could not long re- 
main in the acid mood, however. 
He turned swiftly to the positive 
side of the business to pay a high 
compliment to the advertising sa- 
gacity of the late Walter P. Chrys- 
ler, whom he was to follow so 
shortly into the life after life. When 
the Chrysler staff fell into a bitter 
controversy over a MacManus ad- 
vertisement designed to launch the 
new Chrysler car, the head of the 
business stilled the storm in a few 
simple words. 

“We hired MacManus because we 
believed he knows his business,” 
said he. “We have found no 
son to change our viewpoint.” 


To Detroit in 1915 


rea- 


Mr. MacManus first attained 
prominence as a partner in Mac- 
Manus-Kelly Company, small, but 
flourishing Toledo agency. In 1915, 


he came to Detroit in charge of the 


Detroit office of Erwin, Wasey & 


Co. Shortly thereafter, he resigned 
to try his own wings in the agency 
field as MacManus, Inc. This ven- 
ture was an even more sensational 
success than Mr. MacManus hoped 
for. In addition to handling many 
of the largest automotive accounts 
in the country, he took collateral 
lines under his wing, employing his 
gifts in behalf of Fisher bodies, 
Goodyear tires and other important 


products in and out of the transpor- 
tation realm 

In 1934, Mr. MacManus 
to lay down some of his burdens 
and he John - Adams, 
which had been formed only a 
months before by W. A. P. John 
and James R. Adams, hitherto im- 
portant cogs in the Campbell-Ewald 
organization. The new agency, Mac- 
Manus, John & Adams, occupied 
the entire 12th and 14th floors of 
the Fisher bldg. In December, 1936, 
Mr. MacManus announced his 
tirement from the agency field. 

After three and one-half years of 


decided 


absorbed 


few 


ree 


comparative inactivity, however, he 
decided to return to the agency 
field, opening offices in the Fisher 
bldg. as Theodore F. MacManus, 
and rocking the automotive 
world with the announcement that 
he would shortly announce his re- 
tention by a major account in that 
industry. Several months later, it 
was stated that Mr. MacManus 
would act as counsel for Willys- 
Overland, collaborating with United 
States Advertising Agency. Many 
believed, however, that it was only 
a question of time before Mr. Mac- 
Manus would fall heir to the ac- 
count. 


Leon Douglass, 
Who Put Victor 
Dog in Copy, Dies 


San Francisco, Sept. 10.—Leon F. 
Douglass, co-founder of the Victor 


Talking Machine Company and 
originator of the trademark still 
used in Victor advertising, died 


here Sept. 7 after a long illness. He 
was 71 years old and had many not- 
able inventions to his credit. 

It was Mr. Douglass who adopted 
a painting of Nipper, a smooth- 
haired fox terrier, and the slogan, 
“His Master’s Voice,” as the Victor 


trademark. The original painting 
by Francis Barraud, who owned 
Nipper, hung in his home near San 
Francisco. 

With Eldridge Johnson, he found- 
ed Victor in 1900. Mr. Douglass 
had invented the first spring phono- 
graph motor in 1894 when he was 
only 25. Six years earlier, he had 
obtained a patent on the first coin 
telephone. Later invention included 
a color photography process, a sub- 
marine camera and a magnetic tor- 
pedo which was a forerunner of 
similar weapons being used in the 
present war. 
| Mr. Douglass was vice-president 
‘and general manager of Victor from 
|the company’s inception. When he 
retired in 1921, he was chairman 
|of the board. Since his retirement, 
{in 1926, he invented a device for 
double reproduction of sound in 
radio in order to improve reception. 


ALLISON STONE 


Providence, R. I., Sept. 11.—Alli- 
son Stone, publisher of the Provi- 
dence Journal since 1938, died here 
today at the age of 68 after a 
month’s illness. He had been asso- 
ciated with the newspaper for the 
past 23 years. 

Mr. Stone was named business 
manager of the newspaper in 1921 


| Railway. 
and general manager three years|opened in the Park Square bldg, 


Hecht to Address 
Chicago Marketers 


Fred C. Hecht, manager, informa- 
tive labeling and packaging division, 
Sears, Roebuck & Co., will address 
the opening fall meeting of the Chi- 
cago Chapter, American Marketing 
Association, Sept. 17. 

The dinner session will be held 
in the Sportsman’s Grill, 360 N. 
Michigan avenue. 


Mitchell Promoted 
by “True Story” 


James L. Mitchell, who has been 
Western advertising manager of 
True Story, has been transferred 
from Chicago to New York as East- 
ern advertising manager. 

Mr. Mitchell came to Macfadden 
Publications from Crowell Publish- 
ing Company just ten years ago. 


Name Williams Rep 

F. Lacelle Williams has been ap- 
pointed advertising representative 
for WDAE, Tampa, Fla.; WMBR- 
WFOY, Jacksonville and St. Augus- 


tine, Fla., and WJPR, Greenville, 
Miss. 


Lease to Transitads 

National Transitads, Ine., has 
taken over the lease of car card 
advertising of the Boston Elevated 
New offices have been 


later. He became a director in 1936. | Boston. 


SAN FRANCISCO 


LOS ANGELES 


MORE LETTERS 


from readers are printed in ADVERTISING AGE 


than in any other advertising publication. 


The exciting news stories appearing in the publica- 
tion each week evoke immediate reader response, 
providing material for an intensely interesting 


feature——_the Voice of the Advertiser. 


Each week the spontaneous comments of readers 
on news developments reported in ADVERTISING 
AGE make a red-hot Department in ADVER- 
TISING AGE. This week, on page 20. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO ST. 
CHICAGO 


330 W. 42ND ST. 
NEW YORK 
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Biggest Chevrolet 
Model Driveto 
Swing Out Sept. 21 


(Continued from Page 1) 


tails on this phase of the advertis- | 
ing. 

A big institution, 
things in a big way. Its new model | 
presentation is probably the most 
comprehensive in the _ industry. 
Long before introduction of the cars 
to the public, pre-announcement 
activities set in. As early as May, | 
work starts on catalogs and sales | 
manuals. Production of dealer 
helps, which gets under way early, 
is almost an industry in itself, and 
the listing of available material re- 
quires a sizable catalog. Included 
are such items as banners, pennants, 
window trims, footstep — stencils, 
parking lot signs, invitations to 
show rooms, license plate cards, 
bumper strips, key cases, book 
matches, shopping bags, paper nap- 
kins, ash trays, seat cushions, work- 
men’s caps, bridge score pads, lapel 
emblems, and animated show room 
displays, just to mention a few. A 
month before the new model show- 
ings, the retail sales promotion de- 
partment had held 234 meetings to 
which all dealers were invited and | 


Chevrolet does 


NOT STODGY 


50 DESTROYERS 
FOR ENGLAND! 


Fifty Yankee destroyers for England! Vital naval bases for 
America! It's news. It's big news! Today's headlines are 
packed with bold type! Sudden change and swift activity 
eyerywhere! Empires fall' Maps remade! Industries change 
overnight! Preparedness is aroused America’s watchword! 
Vopr ipvesements must be ready for action, too! 


A Custodian Account Gives You Added Protection and Faster Service 
While today's front page news may vitally affect your holdings, obscure 
news nems, whore import ts solved only by trained observers, may 
exert just as powerful an influence. The use of a Custodian Account 
prepares you for today's fast changing industrial and political wene 


ADVANTAGES OF A CUSTODIAN ACCOUNT 
Pout, aleoys remember this loct— Periodical votements of securities 
YOU STML KEEP FULL CONTROL! held 
Income collected on your securities 
1 bonds collected ber you 


~ con 
tronsler ownership. as readily os 
you con transler money by check on 
@ bent account 

Foctval imtormation by experts on 
companies whose securities youhold 


No Service Charges of Any Kind! Our 
shrolutely nothing’ Que hem and wt 


A. Punce & CASSATT 
wn Securities and Commoditie 
Underwriters ond Distributors 


70 PINE STREET 


MERRILL LYNCH, E. 
Brokers 
of Investment Secursties 


NEW YORK 


Newspaper copy for Merrill Lynch, E. A. 
Pierce & Cassatt, which depends on 


where they placed orders for ma- | timeliness for its primary appeal. 
terial which already has been de- 
livered. A highlight of pre-announcement 
. P activities was the banquet that con- 
Must Train Retailers 
Must \cluded the sales convention. Here 
Direct mail includes folders, cards |enthusiasm was fanned to a white 


and letters. Some dealers use tele-| heat, and in generating enthusiasm, 
grams inviting prospects to their! William E. Holler, general sales 
show rooms at introduction time. | manager, is a master. An annual fea- 


An important feature of the direct) 
mail phase of Chevrolet advertising 


is the dealer magazine “Friends” | 
with a regular circulation of 850,- | 
000 and an overrun of 100,000 at} 
announcement time Dealer helps 
and direct mail are a cooperative | 
venture in which company and| 
dealers share the expense. Spot} 
announcements are used by some} 


dealers but the radio figures only | 
to a relatively small extent in 
Chevrolet’s introduction campaign. 

An important part of the pre-an- | 
nouncement activity is the training | 


j ture of the program, 


| vie 
| Symphony 


which includes 


jaddresses by General Motors offi- 
cials, is the dramatic offering 
Which generally runs to the ex- 
travaganza type. With a Chevrolet 
theme, it is produced solely for 
this occasion and presents promi- 
}nent artists in leading rolls. Holly- 


wood was drawn upon this year for 
two artists. Phil Spitalny and his 
All Girl Orchestra and Sam Bena- 
with a portion of the Detroit 
contributed the musical 
offerings. Lyrics, poetry and speak- 
ing parts were from the pen of R. 


of the retail service organization in|F. Field, vice-president of Camp- 
factory practice and procedure as | bell-Ewald (who incidentally is a 
worked out for the 1941 models. A/son of Eugene Field), assisted by 
series of 600 different schools, held | R K. White, also of the agency. 
throughout the country, is just|}Credit for this year’s production is 
completing the training of morejalso shared by the Jam Handy Or- 
than 25,000 service men. | ganization and snnineve of the 

Next in order is the annual sales | Chevrolet staff. A historical pag- 
convention. This week more than/eant with patriotic flavor, the per- 


275 members of the wholesale field 
organization met in Detroit to view 
the new models and to discuss poli- | 


cies and plans for the coming} 
model year. These men in turn 
will stage a series of meetings; 


throughout the country to school} 
the entire wholesale and retail sell- | 
ing organization in the new 1941 | 
features. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS | 
IN CHICAGO 


my 


formance was repeated for the press 
at the banquet 


following the pre- 
view Tuesday, and voted tops in 
entertainment as well as_ inspira- 


tional value 


Cites Chevrolet Record 


Speaking at the press dinner, gen- 
eral manager M. E. Coyle predicted | 


‘a 10 to 15 per cent increase in auto- 
;mobile business for 1941 with the | 
| possibility of a 20 per cent gain 
over the model year just closing. 
He cited Chevrolet's record of world 
sales of 7,000,000 cars and trucks 
in seven years, recalling that in 
1921 this industry leader came near 


to being cancelled out 
recommended to General Motors di- 
rectors that this division be dis- 
posed of because M was felt there 
was no place in GM for a low priced 


car. Now, the stone that the build- 
ers very nearly discarded has be- 
come the corner stone of the GM 


structure and the top ranking pro- 
ducer of the industry 

Before 1921, Chevrolet's annual 
production had failed to reach 100,- 
000 units and total output up to 
that year was only 696,339 units. 
Since then Chevrolet has built more 
than 15,000,000 motor vehicles. Last 
year’s domestic sales amounted to 
957,000 units, with world sales to- 
taling 1,030,000. The 1941. sales 
the domestic market 
and trucks 


FORD SHOWINGS SET 

FOR LATE THIS MONTH 
Detroit, Sept. 11.—Ford Motor 

Company is introducing its 1941 


projection for 


is 1,100,000 cars 


It had been 


| Lincoln cars to the public Sept. 20, 

| and the new Ford and Mercury cars 
lon Sept. 27. 

| The Lincoln group has been con- | 
|siderably broadened and_ includes | 
three lines, the Lincoln-Zephyr, | 
| Lincoln Continental and a_ brand 
‘new Lincoln Custom line which | 
|succeeds the old Lincoln Seniors. 

| The Continental was introduced last 
| year in one body type but this year | 
‘it has been given the dignity of a 

|separate line, with two body types | 
| offered. The Lincoln Zephyr, in|} 
ifour body types, boasts of more | 
‘than 60 improvements and refine- | 
ments, of which a feature is a new | 
prssaeyr Sao door latch. 


| Completely New Ford 


lines of Ford cars, 
DeLuxe and Super DeLuxe, re- 
veal the most complete change in 
design since the V-8 engine was in- 
troduced nearly nine years ago. The 
wheelbase has been lengthened and 
as a result of this and other engi- 
neering advancements the riding 
| quality of the cars has been notably 
jamoreres. The Super DeLuxe line 


The two new 


will be offered in six body types 
and the DeLuxe line comprises four. 
|The bodies, entirely new in design, 


| have been both lengthened and 
|W idened. Running boards have vir- 
jtually disappeared. The Mercury 


| group has been expanded to include 
|six body types. This also is a lar- 
ger car which boasts of consider- 
ably improved riding qualities and 
greater acceleration. 
| In addition to the passenger cars, 
there will be a complete new line of 
commercial and trucks 
|which a new four-cylinde 
is available. There are 42 body and 
chassis types on six wheelbases, 
ranging from 112 to 194 inches. 
The entire Ford-Mercury-Lincoln 
line was previewed by about 300 
representatives of the nation’s 
newspapers, magazine and_ radio 
networks today. Guests were taken 
to the Rouge plant from downtown 
Detroit by a fleet of cruisers which 
threaded their way up the Rouge 
River, following the route of raw 
materials which enter the Ford 
plant. At the plant, the tour was 
continued by rail, with visitors atop 
flat cars hauled by an ultra-modern 
electric locomotive. 


‘DE SOTO GUNS TO 
| FIRE IN OCTOBER 

Detroit, Sept. 12.—With the larg- 
est advertising program in the com- 
pany’s history scheduled for 1941, 
'De Soto Motor Corporation will 
| break its new car announcement in 
national magazines and newspapers 
the first week in October, according 
to Karl H. Bronson, director of ad- 
vertising and merchandising. 

DeSoto’'s magazine advertising 
, this year will be in full color, and 
several books not previously on the 
list are being used. 

“The DeSoto newspaper schedule 
is the heaviest it ever has 
Mr. Bronson “Through the 
cooperative advertising fund put 
}into operation during the past year, 
additional newspaper space, out- 
idoor advertising and local radio will 
| be used in a large number of cities.” 

Biggest emphasis in the = an- 
nouncement copy is placed on Fluid 
Drive and Simplimatic Transmis- 
sion, new developments of Chrysler 
Corporation engineers. This device 
makes gear shifting and clutch op- 
unnecessary for all 


cars on 


engine 


been,” 
says. 


eration 10rmal 


driving. Sharing the headlines with 
the new transmission are DeSoto’s 
new rocket bodies and two-tone in- 
teriors 


Begins Whisky Campaign 


McKesson & Robbins, Inc., New 
York, is using 77 newspapers in 66 
cities for its fall and winter cam- 
paign for Martin’s Scotch whisky 
Using newspapers exclusively, the 
initial schedule will be gradually 
increased in_- successive months. 
Copy emphasizes Martin’s as a 
liqueur Scotch Ivey & Ellington, 
New York, handles the account 


Emark in Outdoor Drive 


A program of outdoor advertising 
in 18 Eastern states will be launch- 


ed this month by the Emark bat- 
tery division of Thomas A. Edison, 
Inc., West Orange, N. J 


FOR MUSIC LOVERS 


THE NEW YORK COMMITTEE FOR MUSIC APPRECIATION Announces 


IN BEHALF OF 


A GREAT PUBLIC 


World's Greatest OPERAS for Your Home! 


A DISTRIBUTION OF 12 GRAND 
OPERAS — 86 RECORDINGS 


AT AN 


DISTRIBUTION 15 CONDUCT 


12 Grond Operes. toch Condensed inte 3-456 Dovbie-Faced '2-inch Records 


AIDA-FAUST-CARMEN 
sail ty RIGOLETTO- “LA BOHEME 


HOW TO GET YOUR OPERAS 


THs 
THE NEW YORK COMMITTEE Fee music APPRECIATION & 
4 Mon Prom Or 


SERVICE 


GOOD MUSIC 


INCREDIBLY SMALL COST! 


yds 


eine» Gp eae eae ee ay 


RECORD-PLAVER 
1S AVAWABLE 
be these — 


EO UNDER THE AUSPICES OF 


Full-page newspaper copy which launched intensive New York drive of music 
appreciation committee sponsoring sale of low-cost records of operatic music. 


(Story on 


Page 22.) 


Brokerage House 
Tells Story in 
Women’s Magazine 


(Continued from Page 1) 


financial advertising background, 
the job went to Charles Van Cott, 
formerly promotion manager of 
Screenland Unit 

Step number three was taken this 
week when Family Circle carried 
an announcement insertion from the 
Wall Street firm. Although it was 


a distinct departure from Wall 
Street tradition to advertise in a 
woman's publication, the copy was 


a straightforward declaration of 
policy, witheut illustration, 
and not a great deal different than 
other financial copy. 

But that was only the beginning, 
and advertising-minded readers of 
next week's Family Circle may well 
be surprised by what they find on 
the back cover. The Merrill Lynch 
copy to appear there will be in two 
colors, will picture a housewife, 
and will contain a large green 
arrow inscribed, “Get a_ typical 
security analysis free! no cost no 
obligation.” The arrow will point 
to a coupon, offering a stock an- 
alysis of leading corporations. 

Nothing like this has ever 
done before by a Wall Street firm, 
Mr. Van Cott pointed out The 
same, reason-why copy won't go to 
all readers of the magazine. Four 
pieces of copy, each dif- 
ferent appeal, are used in a 
split-run test 

The Family Circle 
the beginning of a 
paign. When the copy test is com- 
pleted Merrill Lynch intends to 
make a real effort to attract women 
customers with advertising in othe 
women’s magazines 


basic 


been 


using a 
being 


advertising is 
regular cam- 


Humanizing the Exchange 


The tirm is doing some other 
things heretofore unknown to Wall 
Street Its senior partner, E. A. 
Pierce, is making a_ nation-wide 
speaking trip, addressing such 
groups as Rotary Clubs In his 
talks he seeks to humanize the 


stock market, show its importance 
even to millions of people who think 
it means nothing to them, and point 
out that it is not a private club 
where financiers pull strings for 
personal profit. 
Merchandising is 
the 


also a 


enlightened era. at 


part of 
Merrill 


Lynch. Recently it adopted phono- 
graph records as sales tools. Each 
of its 37 branch offices has a phono- 
graph, and when a salesman makes 
a presentation to a customer he 
flips the pages of a portfolio while 
the machine does the talking. M1: 
Van Cott reports good results from 
this device. 


The firm is also 


following con- 
sumer advertising technique in 
other respects. Reprints of pub- 
lication advertising are sent to 


branch offices. A direct mail cam- 
paign is aimed at customers and 
prospects with return postcards 
enclosed. 


Other Media Used 


Merrill Lynch is now advertising 
regularly in 70 newspapers as well 
as Barron’s Weekly, Financial 
World, Magazine of Wall Street and 
Time. Copy for this week’s Time 
insertion, rushed into print with 
record speed, pictures a destroye! 
with full steam up and the head- 
line, “50 Destroyers for England! 

Copy for this insertion points out 


that the destroyer deal was big 
news of the type that may vitally 
affect stock holdings. It is also 
shown that “obscure news items, 
whose import is solved only by 
trained* observers, may exert just 
as powerful an influence.” The re- 


mainder tells a selling story of the 
advantages of a custodian acc 
with the firm. 


Shoe Guild Launches 
Advertising Drive 

The Philadelphia Shoe Merc! 
Guild, an association of 11 
tailers, has launched an advert g 
campaign in newspapers expl: - 
what is meant by quality footv 
No formal schedule of advert) ns 
is planned. Point-of-sale mat 
will be used 


shor 


also 


700,000 ABC GUARANTEED 
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FOUR POND'S PRODUCTS GIVEN EMPHASIS ‘Frequencies of FOUR OF 400 APPEAR ON SAME SCENE 
ae 777 Stations 
Change in March 


Washington, D. C., Sept. 12.—Re- 
allocation of frequencies of 777 of 
the country’s 862 standard radio 
stations was filed with the State De- 
partment yesterday by the Federal 
Communications Commission under 
the terms of the North American 
regional broadcasting agreement. 
The changes take effect March 29, 
1941. 

Designed to minimize interfer- 
ence, the pact has been signed by 
the United States, Mexico, Canada 
and Cuba. The greatest changes in 
frequencies will be suffered by sta- 
tions operating between 880 and 
1450 kilocycles. More than 600 of = P : 
such stations will have their fre- Groups of socialites, in place of one, are now making their appearance in Pond's 
quencies advanced 30 kilocycies or advertising, with copy stressing a beauty creed" calling for the use of four 

, . Pond's products. 
we in this stimuloting Game. Es the equivalent of three broadcast 
" = aie hintnnete channels. The result will be con- 


Pei tok iderable fishing’ by listeners to Plan White Horse Drive § NBC Adds 200th Outlet 
nt dete 8 the chats emer ocate their favorite stations With copy featuring the slogan, Stations KXOK, St. Louis, Mo., 
> all —— the plugs of hardens! «tum t ’ | . _ 


tote, mucking & ensier for th Preferred in the Best Circles,” | and KFRU, Columbia, Mo., will be- 
May our art in the eariting game of shin care with time qunk you tere aith creass-sicned Sng WCAE’ P U Browne Vintners Company, New )}come affiliated with the National 
eatbusinam cod with » tier bred and you will haw <p “ rail Bonds Giaen. Udi tt cael Ss ower p 


citing rewards. bed fnew 


20. SAE CTAB SET ee 


Vd rather have a beautifully cared for skin than Beauty * 
So you asserted pridefully —and eyghtfully 


Ny canst for shin of yours 


Play it, as do many member of our foremost farmitie 


COOL ASTRINGENCE Nn ated wth cmt fragrant Poet. S 
avording to the authoritative cules laid down by Pood's:  Freckeece dappel @ with cottue depp 


York, has launched its fall and win- | Broadcasting Company Jan. 1, mak- 

Station WCAE, Pittsburgh, has ter campaign for White Horse|ing a total of 200 NBC affiliates 
been granted permission to increase Scotch whisky in more than 100 KXOK replaces KWK as the basic 
its night power from 4,000 to 5,000 newspapers White-Lowell Com- | Blue network outlet in St. Louis, 
watts. It will also build a new pany, New York, handles the ac-| and KFRU joins the Blue network 


antenna count as a bonus outlet with KXOK. 


‘ reon bn ve - ag t o~ 
rma aaneiin chased 
wn ewrth pla ~ “oo tes at 
; means Thee chewvve with eet - roweives its par 
- » Flay thos through at leat one hetero vetwing « ‘ 
bi@erent . . ts 4 _ we ~— i ¥ * m . a Fwd ‘ of 
Gover touts chin mle tn tm 3 ~ of :- ‘ ote 4? Pend’ Puedes chode 
wf aatare ecrent of them con — 
4 pry ma sain. \ 
8 - - 
* OE Re ot meee 
: MRS. MARY ELIZABETH WHITNEY (THE FORMER MRS. JOHN HAY WHITNEY), like many other members of B 
: distinguished American families, hos for yeors observed the Pond’s rules for skin care 


Full page in current This Week, in which the “beauty creed," calling for the use YOUR LAST CHANCE TO OBTAIN A FREE COPY 
of four Pond's products i : . 


, and offering a trial kit of five products, is stressed. 


Other Pond's advertising soon to break continues the beauty creed theme, but OF ANY BOOK IN THE 
departs from the single testimonial in favor of a group of four. 


+ treatment employs Pond’s cold 
Ss Society Appears cream, tissues, skin freshener and 
e vanishing cream. Previous Pond 

ie e e advertising has advocated use of | 

in Force in New the cold and vanishing creams as | 

n Rags wm 


a skin treatment. 


aoert 


J 
= ett “ena te 


St ' 
ee Me amie 


On the schedule are the follow- 1939 and the early part of L940 witnessed the launching of advertising. mer 


r ° 2 
: p ' ° ing publications: American Weekly, chandising and selling campaigns that achieved outstanding success. These 
= F on § romo ion Cosmopolitan, Fawcett Women's i 


campaigns covered many products and industries. Now. ADVERTISING AGE 
- Group, First Three Markets Group, has assembled all the material and is making it available to you in convenient 
a Several Testimonials in Good Housekeeping, Harper's Ba- book form. The book covering each industry is replete with scores of the actual 
l- ap ° ° . f . 
Sinal Ad H id ray — ng | ng Mac- advertisements, posters, window displays and the other ideas that were used to 
i ingle era fadden Women's Group, Mademot- spotlight produets to the public. In faet. each book is a comprehensive review 
as "RB + d" selle, McCall's, Modern Magazines, . . . , ; : snd ; 
eauty ree Photepiay, Picture Plax. Redbook. of the advertising an selling strategies used 'y companies in that industry 
Screenland Unit. This Week. True during 1939 and the first two months of LOW.) Every bit of pertinent informa- 
New York Sept. 11.—Testi- Story, Vogue and Woman's Home tion that appeared in ADVERTISING AGE during that period has been in- 
ng monials by members — of distin- Companion. J. Walter Thompson cluded. So, if you manufacture or sell a product covered by any book of 
mr wrongs American families en masse ' Company is the agency THE MERCHANDISING SERIES, or if you are the ageney servicing such 
a are being used in the current cam- can an account, youll want a copy of the book for your library. When considering 
ind paign by Pond’s Extract Company, , z wal usenasien weur went cemnala atl Gnd tt elit, oobi los. ol 
ae which has heretofore employed an Greenfield Revives ane pee paring your next campaign, you ind ita veritable gold mine o 
ith endorsement by a_ single society “Jewish World” information, 
yel leader, , THE MERCHANDI E 
1d- An interesting corollary to this | ,,, The Jewish World, which discon- Ss Sores 
dad! new feature may be seen in the fact ago, & nam re-organized Anan- l. BEER. WINE & LIQUOR MERCHANDISING 6 ALTOMOTIVE ADVERTISING 
out that current advertising is also pro- cially by Albert M. Greenfield and 2, FOOD, BEVERAGE & KITCHEN PRODUCTS 7. CONSUMER MOVEMENT REVIEW 
big moting four members of the Pond’s will resume publication Sept. 6. MERCH ANDISING : , & TOBACCO MERCHANDISING 
ily adios ian wikis denehenn (Gen  aenee 993. Ss. Fiftl 3. DRUGS & TOILETRIES MERCHANDISING _F a aga . 
family of products, while previous Offices remain at 223 5S. ifth BUILDING MATEE . PLIES ME 0 TRAVEL & TRANSPORTATION ADVER. 
$0 copy advertised only two products. _, eye en The format \. rm pg ‘RIALS & SUPPLIES MER.  TESING 
ms, Par > ourre ” al , Will not be changed. : NEPEOE INN » ty 4 . ' 
- : rot the seinen Se Daily publication will be in charge » FURNITURE. HOME FURNISHINGS & ELEC. 10, WEARING APPAREL MERCHANDISING 
, running in an extensive list of o¢ Jacob Ginsburg, publisher and TRICAL APPLIANCES MERCHANDISING Il, FINANCIAL & INSURANCE ADVERTISING 
- magazines, Pond’s has recruited the | founder of the paper in 1914. Harry 
( services of Mrs. Vanderbilt Phelps, Potter is acting as business mana- _ ; ' — of > 
‘ Mrs. David S. Gamble, Jr., Miss ger, while Norman J. Ginsberg will HOW TO OBTAIN A FREE COPY 
Beatrice Straight and Mrs Eliza- mt Becca ogg Regen eA por Ae mag omg You may have any one of these books. without charge. in connection with a S2 yearly subseription to ADV ER. 
beth Whitney, described as “mem- oe = hae Kimball Com. TISING AGE. Or. if vou are already a <ubseriber. mocrely send an advance renewal. Additional books. may 
bers of two important and closely any. national newspapet represen- be purchased for only $1 each. 
onnected American families.” Tosing Rate cards reveal oniy mincs 
Members of the Vanderbilt and changes 
Astor families will endorse Pond's — T 7: i - 
products as the campaign continues. Shiffer Wins Ale Suit AN INVESTMEN fed id 
g Propounds Beauty Creed Dan Shiffer, Lansing, Mich., has 'G v 
g oe ee epreads fea. | Won a suit in circuit court for an UARAN?7 EFS ‘DIVIDENDS 
ms = ene, = a = ‘ wo injunction prohibiting the Carling 
g —_ ee * ae Lansing Company from making fur- : 
rs, copy propounds a beauty (ther sales of “Amber Creme Ale.” 
reed” and urges women to play Shiffer had registered with the sec- 
— the “exciting game of skin care” in 


retary of state of Michigan the trade 
ive different “moves.” The beauty name “Amber Cream L. B. C 


ORDER FORM 


: ADVERTISING AGE 
Pushes Rum in N. Y. 100 E. Ohio Street 


W. A. Taylor & Co., has launched Chicago, Illinois. 
a New York advertising campaign Enter my new ....: advance renewal ....: subseription for one year at your 
for Havana Club Rum, using space . 
each week in Cue and The New regular $2 rate 


and send me Book Numbers... 
Yorker and twice each week in two 


New York newspapers. The cam- Enelosed is check for S$... in full payment, 
paign will continue the balance of 
pte your Name. ... Title.. 
Company. 
| JOHN A. CAIRNS TEXTILE 45 EAST 17th ST. rere T rrr errr rrerrrrrrTerT Ter rey ee rh Te 
thee ADVERTISING BD Beli a aia! a a 
Atv... . State... 
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ADVERTISING AGE 1940 


September 16, 


Coffee Industry 
Budget Slightly 
Larger for “40-'41 


$600 000 } B S “noon or evening it sharpens ‘up| a a L || | | | | | 
i P. A o be i ee ~~ ag cage TTTTT TTT TTT TTT) 7) lweek sy weex Variation suown were| | | “ 
H _|more alert. nd if you're like a a zane 
ean eerrOae o ‘out of 100, you don’t need to worry | +20 SSSReee =o aS SS sem 
fee Bureau about sleeping, for that lift lasts +8 tt 228 AS CGSERRS eee | 7 ioooe 
| only about two hours.” | | 


(Picture on Page 47) 


White Sulphur Springs W. Va., | 


Sept. 13.—Rising coffee 


imports 
into the United States will result in 


' count executive at the Kudner Trt ew ew P “| Sa oni al ie | 
a slightly expanded promotion pro- agency, pointed out that in addition x Seo Res Se =a @ nS : = , 
gram for the Pan American Coffee to the Bureau’s effort, individual -6-- + —f+—+— —-+- —-+ —}—-t—4-—4— $ —$ 44-4 - SeaAS 
Bureau during the coming year, it coffee roasters will spend about $5,- | -20++—++— . — = ” ~~ a ge if 3 Tk SaaS Sa 
was learned here today at the an-|90909,000 in national advertising dur- SURRAERGSE 2285 {|_| L = 2 +38 = 
nual convention of the Associated |jing the next seven months. Les Sea TS a2 ALE e Es | Es (ESTEE ie 
Coffee Industries of America. The | Rounds, of the Kudner staff, Mrs. | | | 
1940-41 merchandising budget is|Virg Binns Clarahan, of Pendleton Try yy Be Mi . Coo See uR 
expected to exceed $600,000. Dudley & Associates, and F. M. Leg- | SAE | ARETE | ESE ART ER AEST SEN CUCM wR a s we A K soiled? 
Opening shot in the new cam- 


paign will appear in the Sept. 21 is- 
sue of The Saturday Evening Post, 


will be held to a minimum. One 
|significant point that will be stressed 
is a subtle refutation of the gen- 
eral belief that coffee drinking can 
disturb peaceful slumber. 


Just a Short Lift 


Suggesting “the good cheer of a 


|cup of fragrant coffee with the eve- 
ning meal,” copy will point out that | 


Change Association’s Name 


In discussing the forthcoming 
coffee promotion, J. W. Millard, ac- 


ler, executive secretary of the joint | 
promotion committee, also partici- 
pated in the presentation of forth- 


——— 


THIS WEEK 


Index of Retail Activity in 
' 82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


YEAR ! 


APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


JANUARY FEBRUARY MARCH 


L 


% Gain % Gain 


to be followed by pages in Collier’s,|coming plans before the conven- 36-Week 36-Week 36-Week or Loss or Loss 
Life and Liberty. This schedule will | tion. ead —— “ee a 1940 haved ssa % Gai 
° se giral A : s . Sen ee wed Endec wn dec onde over over nde onde or 
be maintained through mid-April, _ One of the final acts of the meet- Sept. 10,1938 Sept. 9,1939 Sept. 7, 1940 1938 1939 Sept. 9, 1939 Sept.7, 1940 Loss 
with the possibility that copy may |ing was ratification of a proposal to | iqkron, oO. .. ire” 6,661,912 — 6,460,268  —21.5 3.0 147,350. 159,429 ER 
be continued through next summer. | change the name of Associated Cof- | Albany, N. Y ... 5,709,359 5,555,230 5,255,726 8.0 5.4 138,516 115,106 16 
Arthur Kudner is the agency in|fee Industries of America to Na- | a Ga.. s+ +++ 10,266,93 11,645,606 Petry en -1.0 12.7 306,782 315,402 + 2.5 
Reialitiieis nis ; te err Jaltimore, Md 14,385,123 14,560,937 4,886,724 +3.5 2.2 $04,735 407,391 aT) 
— dri tat tional Coffee Association Birmingham, Ala. ..... 8,450,568 8,801,912 9,512,016 + 12.6 +8.1 240,576 259,896 1 8.4 
> Qo: Z > » re ‘OnsIS 7 - -_--— - —-— —-—— — _ ———— 7 Y= ——— =r ay ee — — — — _ 
ne magazine drive, CONsIsting —_—_—_—_— 2Boston, Mass. ~., 12,381,918 12,444,425 11,874,674 ll, I 6 356,041 351,479 i 
entirely of full-color pages, will be Bridgeport, Conn 6,059,660 6,548,758 6,823,744 + 12.6 +- 4.2 160,804 160,076 0 
built around human interest Blake to WKRC Buffalo, N. Y. 10,445,456 10,552,075 9,913,991 5.1 6.1 265,845 285,244 +7 
sli 73 P mics “ j : > ‘ a Camden, N. J 2,503,641 2,783,110 3,589,224 + 43.4 29.0 88,839 87,466 1.4 
cs Aen a 7 ye: —s and a Richard Blake, former member Cedar Rapids, Ia 3.243.884 3,407,416 3,222,487 0.7 5.4 89,992 79 016 12 
contributions that coffee can make > Cinci imes- ‘ . $$$ — ~ - 7 
. + oo od of the Cincinnati Times-Star staff, a ETURIT' 5501 167 509,944 =a 3 730.404 168.994 7 
to more gracious living. Large il- | who has been a scenario writer for (hicago, I] 20,728,472 19,636,830 18,906,201 8.8 3.7 525,296 484,920 7 
lustrations by J. C. Leyendecker | Metro - Goldwyn - Mayer in Holly-| Cincinnati, 0 10,140,796 10,403,685 10,966,305 + 8.1 5.4 283,078 98,436 L5 
will dominate all layouts. Copy | wood for five years, has returned | Cleveland, © 9,725,504 11,985,574 12,382,187 + 27.3 3 313,321 333,082 +6 
“ |to Cincinnati as program director | Columbus, O . 8,293,616 8,880,965 8,919,923 7.6 0.4 46,281 236,371 { 
|of the Times-Star radio station,| Dallas, Tex “13,902,354 13,974,449 13,556,119 —2.5 3.0 564,443 342,343 6 
WKRC. | Davenport, Ila. . 6,349,73 6,293,190 6,361,824 + 0.2 + 1.1 156,086 154,168 1 
ee Dayton, O 8,554,372 9,386,608 + 9.7 + 1.2 251,202 240 { 
Denver, Colo. 5,939,235 3.2 6.5 158,524 157, 0 
Poppenberg to WLAV Des Moines, Ia 1,344,190 3.4 5.1 113,760 117, 3 
Arthur Poppenberg, business rep- | a. Goo — eres "eauaeaee 1s : . S ++ a a ; 5 
resentative for International News| j3,),0° y, 5070 406 6287 582 -? ee 177 884 12 ps ( 
Boreeetie » lak. a 4 SPR eg ee ed 4 ° i e° °° O02 tf 2,0 ’ , 54,056 ) « 44,8 o oe.t 
I sono Service in Ohio and Michigan, has | jeyansville, Ind. 8 168.202 7'966.740 8.176.965 101 26 $9140 209.692 100 | 
resigned to join the sales staff of | Fall River, Mass 2,102,963 2,284,500 2,336,811 11.1 2.3 70,741 6,305 0) 
WLAV, Grand Rapids, Mich. “lint, Mich se 1,629,576 5.460.426 992,644 a 4 9.7 131,628 149.198 1 
Fort Wayne, Ind 7,208,187 7,148,662 7,431,705 + 3.1 + 4.0 181,314 180,838 0 
Oary, BG. cccccscsaver EMITS 1,030,991 4,325,607 + 13.3 + 7.3 119,981 104,139 1 
Grand Rapids, Mich.... 6,024,514 5,810,948 6,029,646 + O.1 +3.8 168,014 175,672 } 
ceeeeeewseee, EE Gasedcecas 4,329,597 4,442,186 4,957,225 14.5 11.6 27,596 131,807 
» Houston, Tex. ........ 11,086,356 11,511,430 12,682,962 144 10.2 296,548 300,594 14 
| Huntington, W. Va..... 1,840,861 5,296,749 5,582,641 15.3 5.4 138,890 117,014 15.8 
Lv, Indianapolis, Ind, 10,575,286 11,074,698 11,962,043 + 13.1 8.0 345,184 408,870 l 
| Jacksonville, Fla. . 5,761,024 6,223,868 6,576,850 14.2 7 162,834 168.420 } 
| Jersey City, N. J...... 1,368,770 1,425,320 1,431,099 1.6 0.4 33,311 34,532 
7, . Kansas City, Kan.... 1,865,507 1,770,958 2,054,703 10.1 16.0 53.669 56.630 
* {6) ALE Knoxville, Tenn 6,755,209 7,252,761 7,144,746 +58 1.5 72,676 181,356 \ 
Little Rock, Ark 6,359,586 6,245,065 6,488,482 + 2.0 3.9 ISS,S818 119,364 ‘ i 
Los Angeles, Cal ; 15,866,772 16,964,076 16,515,162 +- 4.1 2.7 81,636 429.875 2 ' 
| Louisville, Ky ' 9,388,423 9,699,912 9,830,739 + 4.7 1.3 263,916 263,218 s 
1 Lynn, Mass 5,256,566 5,681,860 6,006,330 _ + 15.2 + 6.6 155,302 179,914 +1 T 
Manchester, N. H 2,478,111 3,190,499 8,001,685 + 21.1 5.9 70,250 60,608 a % c 
C2 WwW Or S Opu ar Memphis, Tenn 7,620,004 8,076,824 S, 804,996 + 15.6 9.0 252,140 245,868 p 
Miami, Fla 9,077,166 9,026,638 9,795,103 7.9 8.5 145,313 167,958 15.4 
Milwaukee, Wis 9,919,565 9,496,596 10,351,454 + 4.4 9.0 99,758 98 204 on 
Minneapolis, Minn 8.968.305 _ ~@. 180.588 8.343.232 7.0 41 248,642 923,315 
Nassau County, L. 1 1,597,349 1,743,064 1,491,083 04 8.7 1,178 9,900 ‘ B 
New HLedford, Mass 2,114,448 2,108,414 2,352,098 11.2 L1.¢ 63,126 69,594 A 
New Haven, Conn 6,083,924 6,194,230 6,468,882 6 1.4 167,440 176,506 
New Orlean La 12,557,857 13,103,216 13,577,684 + 8.1 + 3.6 375,413 386.098 ; s 
New York, N. \ 38,664,689 38,578,702 37,187,867 he 21 1,164,340 1,104,156 2 De 
Brooklyn, N. Y 3,359,912 2.650.299 2,334,992 30.5 11.9 80,659 75,275 fo 
Norfolk, Va 6.328.770 6,472,858 6,920,398 ’ 6.9 159.348 153.228 S 
Oakland, Cal £984,390 5,291,086 6.927.312 + 18.9 + 12.0 156,045 158.402 on 
“Oklahoma City, Okla... 8,101,287 6.145.678 S182 12 1 166,600 152.880 - 
Omaha, Neb 1,062,385 8.942.067 1,037,808 0.6 + 3.4 122.927 131.275 Tr 
Peoria, 1 6,843,411 7,222,747 7,826,925 14.4 8.4 171,507 170,710 - 
Philadelphia, Pa 17,312,117 18,180,430 18,984,439 7 1.0 518,225 542,510 Sl! 
Phoenix, Ariz 198,244 1,.993,07 », 498,47 5.8 10.1 149,814 178,48¢ er 
| 44th TO 45th STS. AT StH AVE. Jen, to er “ 
4 Portland, Ore 7.966.510 8.611.101 7,636,618 1.1 11.2 997.024 20° S60 un 
ba Reading, Pa 6,334,727 6,711,425 7,189,458 13 7.1 183,862 233,742 ag 
. Richmond, Va 8,172,794 8,695,516 8,716,974 6.7 0.2 216,286 224,420 ‘ y 
Ls $ Rochester N y 4 675 909 10,120,994 10 208 149 64 j 1 g 269.919 979 652 the 
rom Rockford Il >. 297.810 » 290.420 > 769.736 10.4 7.0 120.540 142.266 gr: 
Rock Island, Moline, Tl 1,662,426 621,798 1,284 7 1.4 144,914 123,074 Cc 
4 Sacramento (‘a >» ae 200 r+ HOS 54 468.557 a | 2 5 Ao 10 168,126 = 
‘ ; San Antonio, Tex 1,279,850 1,878,589 ) ONTASS 18.7 1.2 166,559 160,498 la 
. ! E h i h B h S id d am shese, Cal 8,651,196 8, 838,97 7,287,728 15.8 17.6 222,880 166,264 mu 
- ac wit at / ervi or, an Seattle Wash 6.065.197 7.627.270 7.974.916 1.5 1.¢ 265,426 261.044 
“' South Bend, Ind 1,713,662 ,,583, 648 »TS,352 1.1 U s 31 79,760 B 
ost : > f Spokane, Wash i.4 322 1,518,724 1.408.520 1.2 2.4 26,378 130,94 t 
a ‘“ Radio. Four fine restaurants St Louis Mo 11.784 be | 12,024.06 17.259.910 tu 2 0 49.015 298 99 Po 
rs ‘St. Paul, Minn 7,617,221 7,153,178 7,100,846 6.8 0.7 212,800 221,486 bs 
sleet 4 4 4 Syracuse N y 1 6S6.976 4.731.125 1824.11 ; ; on 146.188 120.928 Va 
F - - - - i - 
acclaimed for cuisine. i “ An | : t 
acoma, Wash 4,015,424 1,271,716 1,460,172 1 1.4 146,90 151,592 C,. 
Tampa, Fla 1 O28. 598 1.514.888 , 364.690 9 18.8 111.958 ys 9 ag 
Toronto, Ont.. Car 11.682.845 090.521 10.145.519 13.2 7.9 70,529 294,71 ) tS 
Troy, N. Y » 736,536 1494 2,855,034 { ' 85,316 72,408 — 
Tulsa, Okla H.OS5 874 6.051.116 4} 9.422 { 5 1 156.122 167.608 
ee, . Washingtor I. ¢ 2 870.166 >? 437.270 2? 784.997 4 1.5 46.073 90.204 . 
siieeseitt 2 
i MARIA KRAMER Youngstown, O 1,907,307 123,832 623,672 14 18 142,212 160,349 ; 
4 PRESIDENT Tota 642,487,783 657,412,190 666,092,692 3.7 1 17,987,264 17.845, 988 e 
R : 1 Akron Time Press discontinued Aug. 28, 1938 ‘ St. Paul Dai News discontinued April 30, 1 ; 
é John L. Horgan 2 Linage of Daily American combined with Record San Dieg Sun suspended publication Nov 4 of 
‘ Buffalo Times discontinued Aug. 1, 1939 “ Atlanta Georgian and Sunday American cea iss, 
8 Gen. Mor. 4 Chicago Herald & Exam. discontinued Aug. 28, 1929 lication Dec. 17, 1939 m 
, Milwaukee News discontinued Jan. 14, 1939 Linage of Syracuse Journal combined w i e 
HOTEL EDISON 6 Oklahoma News discontinued Feb. 24, 1939 °’ Minneapolis Star and Journal merged Aug ’ ; for 
+7 Spokane Press discontinued March 18, 193% : fisi 
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5 «ode | r — _ in - . | ~ . . es + » & k 
= | Universal Radio Features Syndi-| General Laminating, Inc., Lynd- Compton Advertising, New K, ' 
cate, Santa Ana, Cal., has taken|hurst, N. J., maker and converter |has issued a 28-page booklet, : 
' over the assets of the Homer Can-|of laminated and coated products,|O’Grady’s Glasses,” stressing ‘" 
—- IN THE CENTER OF MID-TOWN NEW YORK —— |field Radiologic Syndicate, Glen-|has opened a New York office at 62/role of research in every camp ‘2 
* Da = oy : 
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HOOSIER REPLIES 


(This picture shows Mr. Pegler when he was threatening to be « sculptor.) 


Strauss So This Is Pegler... 
Seys— He Should Talk! 


Wher @ fellow totes pen in hand or Underwood 9 lap and 
proceeds to take sue with Mr Westbrook Pegler, there poor 
ite his mind the stop end dewst implication embedded 
in the familiar fine by the poet Pope, “Fools rush in where 
angels fear to tread”... 


For that men Pegler is @ men whe can make words sing 
end wnge end sttle end seer 


Mr. Pegler makes certain cbservations ebout Hoosiers 
inehding thew sertone! habits end preditec tions. 


He pects about (emong other things) how you con tell « Mooney 
by hes the, which (so he avers) a never unsnotted once ts 
tied by the clerk whe sold * to him! 


Incidentally, Mr. Pegler paid Strauss the honor of 
2 visit @ few years ago—he was on his way to 
Louisville at the time of the flood 


We trust he wasn't embarrassed by being 
epproeched by some tundly well meaning Dnt 
musteten customer with @ greeting such ot, 
Glad to see you! You're the greet 
Columnist, Mr. Broun! | knew you right ewey — 
you do ‘look like an unmade bed |” 

(It was the pctures of the late Heywood Broun that 
carried that “ummade” bed cut line) 

We trust ne one approached him volunteering to te 

his tie—-or fo tie his shoe leces. (Me seemed very 
comtorteble and cesvei—end ow guests can do no wrong | 


You can tell a Hooser—he a by and laroe «wel drened man— 
nothing underd thing 


only in 
of thin, light 


Hoowers are 


considerably ahead of the Eastern Seaboard = 
sowited dignity of thei attire—end are on ths vide of 


in their feeling for color and novelty! In « word 

they don't go overboard ether way Just nght 

And « Hoosier likes his hats. Here it is the 20th city 

® populetion but the Sth largest Dobbs outiet m Amence 
Here is @ John Cavanagh het shop—e twin of the 
Superlative Hatter on Park Avenue, New York 

Here are ties, Mr. Pegler such as Countess Mare shows in 
her ultra, ultra shop opposite the Weidor!. And 
selubrious tes trom Engiend and the best of native conception 
Here is one of the most important centers in Amenca for 
Hichey-Freemen clothes (including corte Vicune coete 
for $350—we re selling them!) 


Yes you can tell @ Hooser—his interests are Pantings 


ng to the late 
lous thes | 10 of 1%, 


L STRAUSS & CO.» THE MAN'S STORE 


?. S—Looh, Mr Pegler, you sey you con 
Tel # te 


tell» Mooser & 


Westbrook Pegler'’s recent column, ma- 
ligning the sartorial excellence of Hoo- 


siers, which appeared in the Indianapolis | 


Times recently, resulted in this three- 

column advertisement in the same paper, 

placed by L. Strauss & Co., Indianapolis 
retailer. 


Brooke, Smith & French 
Adds Dorrance to Name 


Brooke, Smith & French, Inc., 


Schreiber Made 


| . 
WGN Coordinator 

Frank P. Schreiber, director of 
publicity and special events for Sta- 
tion WGN, Chicago, has been ap- 
pointed broadcast manager in co- 
ordinating all WGN departments. 
Mr. Schreiber joined the radio sta- 
tion in 1931, coming from the Chi- 
cago Tribune. 

In his new post, he succeeds Quin 
Ryan, who will devote all of his 
time to commercial broadcasting. 


“Atlanta Journal” 
to Sawyer-Ferguson 


the Sawyer-Ferguson-Walker Com- 
pany as its national representative. 

A new battery of 16 press units 
for the newspaper was dedicated 
Sept. 10. 


The Atlanta Journal has appointed | 


Willkie Endorses ; 
Editorial Drive 
of Plumbing Paper 


Chicago, Sept. 12.—No less a per- 
sonage than Wendell Willkie, Re- 
publican presidential nominee, is 
among those endorsing a campaign 
launched by Domestic Engineering 
to develop within the industry it 
;serves a full recognition of the re- 
lation between plumbing, heating, 
‘air conditioning and national de- 
fense. 

The Republican nominee asserted, 
in a special statement published in 
the September issue, that sanitation 
and proper living standards are 
|vital to national defense. 


As a slogan for its campaign 
Domestic Engineering has adopted 
the line, “Industry and homes ... 
America’s first line of 
heating, plumbing and 
tioning .. 
try!” 


defense; 
air condi- 
. vital to American indus- 
This slogan has been printed 
on red, white and blue stickers with 
a shield background for use on let- 
terheads by manufacturers, whole- 
salers and contractors. They are 


also being made available to read- | 


ers. 


“When the subject of national 


defense is considered in its broadest | 


aspects, every industry and phase 
of industry has a very special part 
to play,” O. T. Carson, president of 
Domestic Engineering Publications, 
said in commenting on the cam- 
paign. “Editors and publishers can 


maintain their present impartiality 
in political issues, and at the same 
time take vigorous steps within 
their own spheres of influence to 
develop a consciousness of their re- 
spective relationships to national 
defense. Advertising and editorial 
material alike can be identified with 
the preparedness movement, and 
can drive home the fact that our in- 
dustrial system is our first intrench- 
ment against foreign aggression.” 


Appoints McGiveran-Child 

British Walker shoes, made by 
J. P. Smith Shoe Company, Chi- 
cago, has appointed McGiveran- 
|\Child Company, Chicago, to handle 
lits advertising. National women’s 
| publications, direct mail and dealer 
|helps will be used. Miton J. Klee 
jis account executive. 


groups will hold 


Detroit, has altered the name used | 


for 33 years in favor 
Smith, French & Dorrance, 
which has heretofore identified the 
New York division of the agency. 
The move was described as a “de- 


of Brooke, | 
Inc., | 


sire to unify the names of the East- | 


ern and Western divisions which 
have, for several years, operated 
under identical ownership and man- 
agement.” 

The company will continue under 
the direction of the same executive 
group as in the past. 
C. W. Brooke, Guy C. Smith, Wil- 
lard S. French, Sturges Dorrance 
ind H. H. Ohlmacher. 


B & M Appoints Hoyt 

Burnham & Morrill Company, 
Portland, Me., maker of B & M 
daked beans and other food special- 
les, has appointed Charles W. Hoyt 
Company, Inc., New York, to handle 
ts advertising. 


we CZ sack Issues 


@ Complete coverage /<Q 
of current and back 
issues of trade papers 
mmc general magazines 


"Using 
lor editorial and adver- Trade Paper 
- Clippings in 
‘sing material. Business” 


BACON’S 


CLIPPING BUREAU 


| 
| 
] 


Principals are | 


the country. 


people unable to 


Our editor, Dr. T 


CHICAGO 


ATLANTA 


On Sept. 16-20 the American Hospital Asso- 
ciation and a number of affiliated hospital 


their annual conventions 


and exhibits in Boston. 


It is the highlight of the year for hospital 
people who are attracted to this convention 
every year to hear scores of papers and re- 
ports as well as to examine the thousands of 
items of merchandise which are gathered to- 
gether in the exhibit—one of the largest and 
most complete staged by any association in 


Hospital administrators attending the con- 
vention as well as the thousands of hospital 


attend because they must 


remain at their regular posts of duty will 
look to HOSPITAL MANAGEMENT to 
give them detailed authoritative reports on 
the many sessions to be held. 


. R. Ponton, the outstand- 


Don’t Miss This 


Advertising Opportunity 
Of the Year! 


ing hospital authority, will be in attendance, 
aided by capable associates, and every im- 


portant meeting, session 
discussion will be covered. 


Hospital executives are looking forward to 
the October issue of HOSPITAL MAN- 


AGEMENT because they 


years that the paper’s wide-a-wake editorial 
staff does an unusually good job of present- 
ing the important and significant news— 
whether of meetings or other events— 
quickly, accurately and intelligently. 


Your sales message in HOSPITAL MAN- 
AGEMENT for October will reach hospital 


executives, representing 


market, under ideal editorial surroundings 
right at the time their active fall buying sea- 
son is getting under way, so tie in with this 
big opportunity of the year by sending your 
reservation for space in the issue right away. 


Forms close Oct. 5. 


@ Hospital Management i) 


The Only ABC-ABP Magazine in the Field 


LOS ANGELES SAN FRANCISCO 
100 E. Ohio St. Walton Bldg. Western Pacific Bldg. 


PORTLAND 
Mills Bldg. 


Terminal Sales Bldg. 330 W. 42nd St. 


Sectional 7 


hail, 


te? ‘ 
AHA conveit 
Toront 198 


and round table 


have realized for 


a billion dollar 


NEW YORK 
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House, GOP leaders disagreed and 
demanded an equal amount of free 
time for their candidate, as pro- 
vided in the law. 


Nets to Carry 
Willkie Speech 

The National Broadcasting Com- 
Free of Charge ni Cohaniin Scene Sys- 


New York, Sept. 12.—The per-|tem and Mutual Broadcasting Sys- 
plexing problem of when is a non-|tem, finding themselves in the 
political speech political—which has | middle in the dispute, sent a dele- 
had the national networks in a/|gation to the White House to try 
quandary since Labor Day—will be | and work out a solution. 
solved at least temporarily on Mon- One result was that the Presi- 
day when three chains will carry |dent’s labor speech before the 
Wendell L. Willkie’s first major ad- |Teamsters’ Union last night was 
dress on a sustaining basis. paid for to the tune of about $20,- 

A political controversy between 000 by the Democratic National 
the Democrats and the Republicans Committee. The President made 
was caused by the Labor Day ad- | reference to the “political or non- 
dresses of President Roosevelt. political’ question in his address. 
Called “non-political” by the White The second result is that the net- 


ADVERTISING AGE 


works will even the score with the Dodge Dealers View 

Republicans on Monday by grant- 

ing a half-hour of free time to Will- OT aes — 

ye He eee yarn held throughout the United States 
men e networks hope tat Sept. 12-25 at which 1941 Dodge 


all by appeasing the GOP to the | cial cars are being presented. 
extent of free time to make up for; Six groups of personnel from 
the President’s Labor Day speeches. | Dodge headquarters in Detroit, each 
headed by a sales department ex- 
ecutive, are conducting the field 
meetings. 


Dr. Laird to Lecture 


Dr. Donald A. Laird has resigned | : : 

as director of the Ayer Foundation Red Wing Motor Appoints 
for Consumer Analysis to devote his| Red Wing Motor Company, maker 
time to lecturing under the man-|of marine engines and accessories, 
agement of William B. Feakins, Inc.,|has appointed Cramer-Krasselt 
New York, and as a consultant on |Company, Milwaukee, to handle its 
psychological methods for reducing |advertising. C. W. Lawrie and 
the costs of distributing merchan- C. H. Brehm will be in charge of 
dise. the account. 


Bab-O Expands 
(Campaign to 
Record Size 


the problem will be settled once for | passenger cars, trucks and commer- | 


“MAYBE I'D BETTER TAKE A LOOK AT MYSELF” 


ry 

ie vr man bending over a desk at night is very 
apt to be an advertising manager. . . and if the current job hap- 
pens to be a folder, catalog. booklet or broadside. then paper 
concerns him... because PAPER IS THE BASE OF HIS JOB. Upon 


paper depends smooth running press eflicieney, good reprodue- 


tion of half tones, appearance of the job 


a well printed economical job 


INTERNATIONAL PAPER COMPANY 


NEW YORK, N. Y. 
CHICAGO 


220 EAST 42ND STREET, 


Branch Offices: BOSTON 


HAMP 


oft INTERNATIONAL 


AND economy. For 


CHAMPLALN ENGLISH FINISH, 


SEND TODAY 
For your copy 
of this new 
demonstration 
broadside 4 
“PORTRAIT OF 
AN ADVERTIs- 


ING [ER 
CLEVELAND G MANAGER 


PAPER ZZ 


Made by the Makers of: ADIRONDACK BOND AND LEDGER - INTERNATIONAL MIMEOSCRIPT - INTERNATIONAL 
DUPLICATOR - BEESWING MANIFOLD - TICONDEROGA BOOK - TICONDEROGA TEXT - INTERNATIONAL TI-OPAKE 
CHAMPLAIN BOOK - SARATOGA BOOK « SARATOGA COVER - LEXINGTON OFFSET 


New York, Sept. 12.—Expanding 
its newspaper list and doubling th: 
number of stations carrying its day- 
time radio programs, B. T. Babbitt 
Inc., will engage in the largest ad- 
vertising campaign in its history 
beginning this fall. Four magazines 
will also carry the Bab-O messages 

According to Robert Brenne: 
Babbitt advertising manager, the 
forthcoming newspaper schedule 
will comprise over 150 dailies 
throughout the country. Insertion 
will be 200 lines each, featuring the 
|same theme used during the past 
year—“Compare with Any Othe) 
Cleaner.” The magazine list in- 
| cludes The American Weekly, Fam- 
ily Circle, Good Housekeeping and 
|Woman’s Day. 
| The “David Harum” program ove: 
,40 stations of the NBC-Red net- 
work and “Grandma Travels,” heard 
over 23 West Coast stations, wil! 
round out the campaign. Maxon 
Inc., is the agency. 


P&G to Amend 
Advertising 
of Ivory Soap 


Washington, D. C., Sept. 10.- 
Procter & Gamble Company has 
entered into a stipulation involving 
advertising claims for Ivory Soap, 
the Federal Trade Commission an- 
nounced yesterday. 

The company agreed, the Com- 
mission said, to cease representa- 
tions that tests with competitive 
products show that Ivory is_ the 
| purest soap, or otherwise represent- 
ing that the mildness of a soap is 
indicative of its purity. 

In the past, the FTC charged, the 
|Procter & Gamble Company has 
advertised that the purity of Ivory 
has not varied over a period of 
| years, but that a score or more o! 
/competitive soaps have fluctuated i: 
| this respect. Copy stated that most 
| castile soaps could not equal Ivory’ 
mildness and were not to be com- 
pared with Ivory’s unvarying pu 
ity. 


Two Agencies Merge 


| Topping & Lloyd and Dillingham, 
|Livermore & Durham, both of New 
{York, have combined to _ form 
Lloyd, Chester & Dillingham at 9 
Rockefeller Plaza, New York. 


Joins Compton Agency 

O. Clinton Carpenter, Jr., for- 
merly with McCann-Erickson, New 
York, has joined the copy depart- 
ment of Compton Advertising, New 
York. 


Coenen Named Partner 


Joseph T. Coenen, who has been 
with Alley & Richards Company, 
New York and Boston, for 15 years, 
has been named a partner in the 
agency. 
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ADVERTISING AGE 


September 16, 1940 


PHOTOGRAPHIC 
OF THE WEEK 


"BROKEN GLASS" MAKES EFFECTIVE STOPPER 


he, Le 


IMES LONGER THAN BEFORE 


This 30” x 40” display for Johnson & Johnson's Tek toothbrush simulates broken 

glass by means of two-color lithography on a thin sheet of lumarith, which is 

attached to the display window with invisible seals. Forbes Lithograph Company 
was the producer. 


a CLOSE HARMONY IN BEER CAMPAIGN 


am, 
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Rheingold beer, which uses an all-year-round poster showing in the metropolitan 

7 New York area, alternately featuring well known individuals and Jinx Falkenburg, 

“currently the most popular model in America,’ goes to extraordinary lengths to 

tie up this advertising with point of sale, newspaper and magazine advertising 

by using the same model in exactly the same pose at the same time. Lord & 
Thomas is the agency. 


DIRECTIONS TO THE ADVERTISING DEPARTMENT 


Marry J. Klingler, president and general manager of Pontiac, points out some- 
1g on his Long Lane Farm to (left to right) W. A. P. John, president of 
“MacManus, John & Adams, Pontiac agency; Bob Edmonds and Bud Berend, 
trecutives of the agency: and W. J. Mougey, Pontiec advertising manager. 


TRADE URGED TO GET ON THE BANDWAGON 


REVIEW 


FOR SILK PARADE 


¥¥ ; 
be . = ae 


When R. M. Dowling, sales and advertising manager of Sanforized-Shrunk, 

wanted to impress the New York trade with the launching of a new campaign 

devoted to Sanforized-Shrunk wash dresses, he decided to have uniformed mes- 

sengers deliver preprints attached to a band leader's baton. Here he is passing 
out last-minute instructions to the crew. 


a 
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SILK PARADE 
This colorful poster will blossom out in 
stores the week of Sept. 23 when the 


seventh annual Silk Parade promotion of 
International Silk Guild gets under way. 


VERISIMILITUDE 
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EVEREADY ° 
FLASHLIGHT . 


va 4 , alll 


— = _ ae 
Some folks frown on it... but its a lot of fun 


BATTERIES 


W 


Window display for Eveready flashlight 
batteries now being distributed. The pro- 
ducer was Forbes Lithograph Company. 


Opening insertion in the new magazine campaign for the coffee industry to 
appear in full color this week. (Story on Page 44.) 


INSURANCE MEN TAKE ON A LITTLE GLAMOR, TOO 


The new Miss America, Frances Marie Burke of Philadelphia, was the guest of honor last week at the annual dinner of In- 

surance Advertising Conference in Atlantic City. Left to right are Harford Powel, Institute of Public Relations, New York: 

Raymond C. Dreher, Boston Insurance Company, retiring Conference president; Robert E. Brown, Jr., Aetna Casualty and 

Surety Company, new IAC vice-president; Miss Burke; David C. Gibson, Maryland Casualty Company, new IAC president: 

Clark W. Smitheman, Camden Fire Insurance Association, new secretary-treasurer; Henry H. Putnam, retired John Hancock 

Mutua! Life executive who was elected a life member of the association; and Arthur E. Fisk, Prudential Life, Newerk, o 
past president of the organization. 
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48 ADVERTISING AGE 


Principle 
for More Shan F 


he Arizona Publishing Company, twenty-five or 
more years ago, recognized its responsibility to business, 
to consumer, and to advertising generally. That is why 
it established the non-acceptance of a number of classes 
of advertising. While not formulated as a criticism of 
individuals, concerns, products or services it has been 
the standard by which both the Phoenix Republic and 
Gazette, and KTAR, parent station of the Arizona Broad- 
casting Company, Inc., have been guided. 
This refusal of advertising service to some has won plaudit from the public, 
and business from the firms engaged in legitimate commerce. It is interesting 


\ to compare these time-tried principles with the new NAB Code now adopted. . 
/, Advertising which the Arizona mediums will endeavor to refuse are enum- 


erated in their long-established 


Pr one year ago the radio ingustry now fully 


accepts the NAB Code of self-regulation. This method 
of conduct is initiated with the highest degrée of public 
confidence from both consumer and bysivess. It is 
recognized as an insurance policy for both the present 
system of American broadcasting and the jistening 
public. 

The NAB Code specifies the Acceptability of 
Accounts, recommends Time Limitations, and pravides 
for canons of good practice in its 


tandardsof Good Taste 


Items that NAB member stations shall not accepts 


-~ |! 


for advertising follow: 


1. Any spirituous or “hard” liquor. 


2. Any remedy or other product the sale of which or the 
method of sale of which constitutes a violation of law. 


3. Any fortune-telling, mind-reading, of character-reading, 
by hand-writing, numerology, palm-reading, or astrology, 
or advertising related thereto. 


4. Schools that offer questionable or untrue promises of em 
ployment as inducements for enrollment. 


5. Matrimonial agencies. 


6. Offers of “homework except by firms of unquestioned 
responsibility. , 


7. Any “dopester,”’ tip-sheet cr race track publications. 


8. All forms of speculative finance. Before member stations 
may occept any financial advertising, it shall be fuily as- 
certained that such advertising and such advertised 
services comply with all pertinent federal, state and local 
laws. 


9. Cures and products claiming to cure. 


10. Advertising statements or claims member stations know to 
be false, deceptive or grossly exaggerated. 


11. Continuity which describes, repellently, any functions or 
symptomotic results of disturbances, or relief granted such 
disturbances through use of any product. 


12. Unfair attacks upon competitors, competing products, or 
upon other industries, professions or institutions 


13. Misleading statements of price or value, or misleading 
comporisons of price or value. 


Of necessity, the NAB Code must be a continuous 
evolution of interpretation and policy to suit changing 
conditions of taste and circumstances. Yet in its de- 
velopment the American broadcasting industry has 
shown its willingness ond its ability to regulate itself 
in @ manner deserving of and receiving the fullest 
confidence of the American people 


. Fraudulent. 
. Misleading. 
. Attacks on personal character. 


a wn — 


. Unfair attacks or reflections on individuals, race, creed, religion, institution, business 
or profession, or on competing products or services. 


5. Indecent, obscene or vulgar, whether by text or illustration, direct or suggested. 
6. Medicines or medical or similar services that guarantee cures. 

7. Free offers of medical treatment. 

8. Medicines thot are habit forming or endanger life. 

9. Medicines for incurable diseases. 

10. Appliances for aid in or cure of bodily deformities. 

11. Guoronteed or harmful anti-fat remedies. 

12. Guaranteed hair restorers. 

13. Medicines and appliances relating to sexual subjects. 

14. Schools thot offer fraudulent or questionable promise of employment 

15. Matrimonial. 

16. Matrimonial agencies. 

17. Clairvoyants, fortune tellers, etc 

18. Lotteries or similar schemes. 

19. Financial firms of questionable reputation. 

20. Financial offers with exceptionally high guaranteed or promised returns 
21. Speculative financial offerings disguised as investments. 

22. Misclassified advertisements. 

23. Offers of employment in foreign countries. 

24. Offers of “home work’, except by firms of established responsibility. 

25. Notices of one person disclaiming responsibility for the debts of another. 
26. Malt or other products if copy contains suggestion for making intoxicating beverages 
27. Whisky, brandy, wine and all hard liquors. 

28. Mail-order advertising which is competitive to local merchants. 

29. Advertisements simulating news. 


30. Any other advertisement which the Arizona Republic and Phoenix Gazette may sus- 


pect might cause monetary loss, injury to health or morals or otherwise be harmful 
to a reader. 


In the interest of the consumer and in the interest of a rigidly constructive 
advertising policy, the right to refuse advertising, whether it falls in the above 
classifications or not, is reserved 


PHOENIX 
REPUBLIC ann GAZETTE 


BOB HALL, National Advertising Manager 
WILLIAMS, LAWRENCE & CRESMER CO., Representatives 


ARIZONA 
BROADCASTING CO. inc. 


DICK LEWIS, General Manager 
PAUL H. RAYMER COMPANY, Representative 


“The ABC Of Radio In Arizona” **NBC RED and BLUE Network Stations 
**KTAR, Phoenix **KVOA, Tucson **KYUM, Yuma **KGLU, Safford 
*Other ABC Stations *KCRJ, Jerome *KWJB, Globe *KYCA, Prescott 


“‘Cover Arizona Like the Sunshine’’ 
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